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Reproduces the toe lines of any last 
accurately — an important factor with 
sharp edge lasts: plateau — square toe. 


Fuses the lining, doubler and box toe . 


into a single unit — thereby eliminates 
wrinkled toe linings — provides strength 
of a three-ply unit. 

Assures firm side walls and a flexible 
tip line — essentials of a quality hard 
box toe. 

Easy processing and workability of 
Celastic — makes possible tighter, more 
accurate lasting — quickly — easily. 
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MATCHED Pairs 


THE QUALITY BOX TOE 





Celastic requires no heat treatment 
process — the original color and finish 
of the leather is preserved. 


Will not collapse in conditions of heat 
and moisture — resists water and the 
sun’s heat from without — foot heat 
and perspiration from within. 

Structural strength withstands any 
test of wear — Celastic box toes can 
be restored to shape even after a 


crushing blow. 


Does not discolor the stockings or the 
toes of the wearer. 


Through a long period of use, in all types of factories, in shoes of all processes, Celastic 
has proven to be an outstanding development in terms of quality, style and comfort 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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THE “little man” pays new British 
taxes! If you are grumbling over 
what you pay for taxes in America, 
consider the plight of the English- 
man, who was told when they posted 
the third war budget: “It’s your 
money or your life.” 


In England—a single man mak- 
ing $1,000 a year, who paid $33.20 
before the war and $81.20 until 
recently, will pay $108.20 under 
the new budget. A single man mak- 
ing $4,000 a year, who paid about 
$666.40 before the war and $976.20 
until recently, now will pay $1,131. 
A bachelor who makes $20,000 
must now pay about $9,714 to the 
Treasury. 

The income tax will be deducted 
from salaries every week or every 
month. 

Soon there will also be a sales 
tax on everything everybody buys. 
. _ - 

“SY kingdom for a bite pad,” is 


the cry that came up from Platts- 
burg Training Camps, where line 


RF the 


officers are in the making for the 
defense emergency army. Most of 
these men came out of businesses or 
offices, to report to camp for pro- 
gressive training, starting in as 
buck privates and learning the jobs 
progressively up the line. They take 
everything in its stride but shoes, 
for in most cases the army issue of 
lasts and leathers raised havoc with 
the tender feet of civilians, new at 
this game of war. The first day’s 
hike puts more men out of commis- 
sion, through foot blisters, than any 
other difficulty. Some of the men 
say the flat bottom old army shoe 





should have been revised in the 
light of modern knowledge of lasts, 
patterns and materials. Nothing in 
the world can be quite so painful as 
blisters on the foot, caused by the 
friction of heavy shoes and leathers 
in the compulsory marches and 
drills of the raw recruit. 

In the last world war the Platts- 
burg Training Camps gave the 
army 65,000 line officers. It again 
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HI RALDLE 


serves as a speed-up plan to the im- 
perative need for expansion of our 


defense personnel. 
* o 


P. A. O'CONNELL, president of 
E. T. Slattery Company, Boston, 














Mass., believes that New York may 
be the fashion center of the world. 
He feels too that for economic rea- 
sons it is logical to assume that a 
number of the important French 
couturiers would be attracted to this 
country, at least for the duration of 
the war. He said: 

“In New York there are perhaps 
twenty-five topflight designers to 
every one in Hollywood. For ele- 
gant, formal clothes the retailer will 
have to go to New York, although 
the California sportswear industry 
is becoming increasingly impor- 
tant.” 

MIOSE LEIBOWITZ of the M. 
and L. Shoe Store in York, Pa., 
says: 


“I like your recent editorial ‘IS 
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THIS WAR DEFENSE OR AN- 
OTHER SOCIAL EXPERIMENT’ 
because you bring out facts with 
figures. More editorials are needed 
to freshen memories along these 
lines. Show them that in spite of 
the hysteria created by the war 
overseas, we are still at peace. 
One hundred and thirty million 
Americans still need food, shelter, 
things to use and wear. Tell the 
Shoe Retailers of America how big 
this blessed country of ours is— 
its area—the potential purchasing 
power and national income. Show 
figures indicating how big we are 
compared to the small European 
nations—tell them how free we are 
from the intense nationalism and 
hatred that have always existed in 
Europe. Tell them how much of 
the world’s goods America con- 
sumes and what that means to the 
business men of America.” 


JOSEPH A. MONAGHAN, mer- 
chandising manager of The Empo- 
rium, San Francisco, says: 








“Throughout America we look to 
New York for guidance and inspira- 
tion in fashion merchandising. We 
come on to New York to buy a 
large proportion of our merchan- 
dise and we anxiously watch for 
fashion leads, especially from Fifth 
Avenue. We out-of-towners con- 
stantly receive clippings and cuts of 
ads of supposedly successful items 
of fashions presented on Fifth Ave- 
nue. We buy the merchandise on 
the assumption that if it is going 
over on Fifth Avenue and in New 
York, it will be good in our own 
communities. Unfortunately, we 
have found in the past two years 
that we have been misled on occa- 
sions. We have found that in many 
instances the ads for the New York 
stores have been paid for by the 
manufacturers so that they can use 
them as selling leverage on the rest 
of the country.” 
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TO LIVE OR NOT TO LIVE 





—In a survey of American living con- 
ditions made not long since, it was 
uncovered that two-thirds of all 
American families lived on an 
average of $69.00 a month. 


—And 4,000,000 families, largely on 
relief, had an annual income of 


only $312.00 ... 


—Whereas it has been established 
that a decent standard of living 
for a family of four requires $1200 
income per year. 


—A well-known Editor to whom | 
submitted these figures, writes: 


“In a country which has long been 
able to boast of its high standards 
of living, the income figures given 
above are somewhat shocking. They 
definitely challenge the ingenuity, 
skill and resourcefulness of the 
nation’s leaders to bring about an 
improved income status for more 
families. 

“Without an improvement in the 
average American family income 
we cannot have a permanent and 
secure bright outlook for the 
future. 

“To improve the American wage 
structure business must prosper 
and be permitted to expand with- 
out undue taxation or other gov- 
ernment handicaps. If able to do 
so, American business would we’- 
come the opportunity to pay high- 
er wages, knowing that higher in- 
comes mean greater buying power, 
which is sorely needed to perpetu- 
ate commercial expansion. 

“A vital factor is the need to take 
millions of families off relief and 
other government payrolls and put 
them back into private business. 
This can only be accomplished 
when private business is encour- 
aged; when incentive for expan- 
sion is present and when taxes and 
restrictions by government are 
on a basis that takes the shackles 
off the natural ambition which 
is typical of American business 
leaders.” 


FT eben 





JACK SPELLMAN, manager of 
Buster Brown Shoe Store, Portland, 
Ore., is an advocate of radio adver- 
lising. He says: 

“I believe the day is gone when 
a modern shoe man can just take a 
bunch of odds and ends of shoes 
and throw together an ad which 
states: ‘150 pairs of shoes on sale 
at $1.92,’ and expect a big crowd 
to jam the store on the following 
morning. The radio is a good me- 
dium to use to advertise shoes. Our 
store has had a fifteen-minute pro- 
gram on the air three times a week 
for the past three years.” 


~ ~ ” 


W.. GIBSON CAREY, JR., chair- 
man of the newly created National 
Policy Council of the Chamber of 
Commerce, says: 

“The aim of the Council is to 
make effective use of all the facili- 
ties of organized business; to pre- 
vent duplication and overlapping of 
effort. Obviously, the job of mak- 
ing America secure will not be done 


in Washington alone. It will be 
done in every city, town and village 
in the country. These widespread 
efforts must, of course, be coordi- 
nated and the basis of coordination 
is understanding. To promote a 
broad understanding of what ac- 
tions must be taken to safeguard 
our national security—not only for 
the present but for the future—is 
the immediate responsibility of all 
business organizations. 

“National defense means more 
than the production of guns, ships 
and airplanes for our armed forces. 
It requires a strengthening of our 
national economy, all along the line. 

“More pointedly, it requires not 
the imposition of new government 
controls, but the removal of old 
ones which act as a brake on our 
industrial machine. 

“Tt requires a healthy fiscal pol- 
icy; rigid economy in non-defense 
expenditures; encouragement for 
new capital investment in new de- 
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fense plants and equipment; and a 
comprehensive, long-term revision 
of our entire tax structure. 

“It requires a modification of 
labor legislation which now pre- 
vents cordial employer-employee re- 
lations. 

“It requires tireless vigilance 
against subversive elements which 
would undermine our Democratic 
institutions and destroy our Ameri- 
can way of life. 


“It requires assurances that the 
gigantic re-armament program shall 
be carried on competently and 
within the dimensions of our free 
enterprise system. 

“It requires that labor, agricul- 
ture and business stand together in 
the fight against all dictatorial 
trends and in the task of resolving 
our own internal problems. 

“These, and other fundamental 


requirements of like nature, indi- 
cate the trend and scope of the ac- 
tion which the Chamber believes 
necessary to accelerate the defense 
tempo.” 


+ * * 


**IFOR one, here is a buyer who 
did not touch Summer suedes for 
June-July selling,” remarked V. M. 
Curtiss, shoe merchandiser for The 
Broadway in Los Angeles. “Out 
here, we are obliged to manufac- 
ture our seasons, since we do not 
have enough contrasting weather 
changes. What we need to empha- 
size seasons is radical changes in 
materials and patterns. Promoting 
suedes in Summer, then to turn 
around and promote the same mate- 
rial in August, for Fall, seems a 


rather silly procedure. It just” 


doesn’t make good advertising 


” 


sense. 
* * * 


J. H. HERSHEY of Coatesville, 
Pa., says: 

“As a retailer of shoes, as well as 
men’s and women’s hosiery, I have 
long since thought that what manu- 
facturers of women’s hosiery should 


do, is to put the length on every 
pair of hose. It surely would be 
fair to the wearer and save a lot of 
time for the retailer selling hosiery. 
Don’t you think this would be a 
good move started in the right 
way?” 
* 7 oa 

eOHN W. WINGATE, professor 
of merchandising at the New York 
University School of Retailing said 
the responsibility of retailers under 
national emergency conditions, is 
“To resist every unwarranted price 
rise. To oppose an undue depen- 
dence on consumption taxes as 
against income taxes to raise rev- 
enue. To aid the consumer directly 
in getting her money’s worth by 
cooperation with the consumer 
movement.” 

“While it will not be possible to 
avoid. higher prices,” he went on, 
“there is a grave danger that pro- 


ducers and distributors will take 
advantage of inflation psychology 
to profiteer or to incur additional 
costs that could be avoided. The 
retailer must investigate carefully 
every proposed price increase, re- 
sist stubbornly every mark-up that 
is not absolutely necessary, and op- 
pose any relaxing of the anti-trust 
laws outside the immediate field of 
armament. 

“Unless the retailer so champions 
the interests of the consumer, run- 





away prices will again lead to a 
consumers’ strike and a depression 
later that will be quite the equal of 
that of 1930-33.” 
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Sell Your House Shoes By Types 


Above, left to right: A 
dainty little house slipper 
of Vinylite. White, tint- 
able satin combines at- 
tractively with the nat- 
ural crystal color, Key- 
stone; an attractive and 
feminine shoe that fits on 
the foot with its band of 
goring around the top, 
Daniel Green; extremely 
simple and smart is this 
satin mule with kid or- 
nament, Swan. 


Left, left to right: This 
pretty little scuff in 
woolly fabric is a perfect 
idea for a college girl’s 
dress-up slipper, Restful 
Footwear; capeskin and 
shearling make a prac- 
tical, cozy boot for dor- 
mitories, Consolidated; a 
shaggy fabric, inspired 
by the teddy bear of our 
youth, is used in this 
scuff by Joyce. 











A Wide Choice of Styles Offers Chance for a Good Season from Now 

until Christmas. First the College and Back-to-School Trade, Then 

the Older Woman Who Willi Want Everything from “Frou-Frou” to 
“Mamma”’’ Types 


BBEHIND the scenes the other day in a large shoe 
department, we asked the buyer about his leisure shoe 
plans for Fall. Samples of everything from corduroy 
play shoes to satin scuffs were piled high on his desk. 
“T call them all ‘house shoes,” he said. “Then I 
break them down into five groups. First, there is the 
slack shoe, of leather, corduroy or felt. Then there are 
the boudoir and hostess slippers. There is the ‘frou- 
frou’ type in satin or velvet or kidskin, quilted, embroi- 


Below, bottom: A combination of “fluffy cloth” 
and satin make this an ideal back-to-school slip- 
per, Middletown. Top: This embroidered mule 
has unusual distinction and style, La Marquise. 


Photograph, 
right, courtesy 
of Faberge, 
makers of Par- 
fum Aphrodisia. 


dered or trimmed with lace or gold or silver kid. There is 
what I call the ‘Mamma’ or staple type, plain and sensible 
in kidskin or felt. And then there is the hostess shoe, often 
formal enough to wear with a dinner gown at home. 
You find it in satin and velvet and kid. Last of all are 
the boudoir slippers for the young trade, the school and 
college girl. She wants something warm and soft and 
cute-looking, a woolly scuff or boot with shearling lining 
and collar. She will wear it with her woolen dressing 
gown when she gets up early on chilly mornings to study 
or round the dormitories at night.” 

The five classifications outlined we suggest as a basis 
for planning your slipper promotions from now until 
Christmas. [TURN TO PAGE 45, PLEASE] 






























J 


























WEEKS before nature raises the .curtain on her 
startling Fall color show, the leaves of Fashion’s book 
turn, revealing the new shoes for the coming season, in 
adaptations to accompany the dark sheers of Summer, 
and the travel clothes of style-minded vacationists. 
Windows and interior settings should dramatically 
emphasize the newness of both the shoes and the season, 
in displays that typify Fall. Even if much of your dis- 
play space is still occupied with the disposal of Summer 
shoes, set aside sections in which the new shoes have 
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Setting the 









To a lattice of brown-stained furring strips 
attach a cluster of grapes cut from compo- 
board, painted or covered in different colored 
Fall fabrics. The large leaf is cut from me- 
tallic paper, creased to give the effect of veins. 
Shoes are shown against the grapes, clipped 
on or set on small shelves. 














proper presentation. Do not be content with simply 
putting a new style in a spot toward the front of the 
window—give it a good introduction. Dramatize its 
style features, its place in the smart new wardrobe. 

Inexpensive panel backgrounds, in whatever size may 






























This window or interior display simulates a 
Fall tree with actual or cutout leaves scattered 
about the triple plateau on which shoes are 
displayed. The tree is of sections of Upson 
board painted in Fall colors. 














Lettering on this travel unit is in white on 
brown strips fastened to a tan panel on which 
various means of travel are sketched. The little 
baggage porter can be cut from board and set 
out from the panel. 











Shoe Stage for 


Fa Shee Merchandising Gets Under Way Some 


Time Before the Actual Calendar Season So It’s 
Never Too Early to Look Ahead to Your Plans for 


Window and Interior Promotions to Get the Season 


Off to a Good Start 


by R. E. ANDRUSS 


be practical, can be made up by any window man, with 
the aid of a showcard writer. For a single style, a small 
panel is enough; for a group of shoes, a larger panel 
will be needed. They can be readily made of Upson or 
other wall board backed up by a supporting frame. Use 
seasonal decorations to give atmosphere. Sketches and 
notes will serve to point out the new style features of 
the shoes. Miniature “props” give accent to USE of 
shoes. For example, travel is accented by a doll’s trunk, 
a suitcase of light lumber with cellophane sides, and 
one store recently used imitation railroad rails on slop- 
ing panels leading up to a cluster of timetables. 

Under the caption “Oxfords Are News” you can show 
the new styles, with ribbons leading from the shoes to 
sketches on the back panel to emphasize the new style 
features—the high-riding, the simulated oxford, the use 
of cording, cutouts, contrasting leathers, mudguard 
trimmings. 

Combinations, either colors or materials, make an in- 





Instead of regular stands, this one of cutout 

leaves with small shelves attached, either 

painted or covered in Fall fabrics, can be 
used to carry out the idea of Fall. 


teresting “Fall First” for your August display plans. On 
the background panel use samples of the materials that 
are combined in the shoes to spell out the word “com- 
binations.”” Fabric with leather is, of course, an out- 
standing theme, but color combinations should be 
shown, too. 

To one who is continually watching the most suc- 
cessful stores of the country one thing is very apparent, 
and that is the attention the top stores give to detail. 
Each piece of merchandise is studied and then displayed 
to bring out its best selling points. No item is too 
[TURN TO PAGE 46, PLEASE | 





Small cards accenting the dif- 

ferent types of “first” shoes are 

set with the displayed footwear 

before this rustic fence backed 

up with Fall branches and corn- 
stalks. 
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SHOE STORE 


EN Columbus, Ohio, the children’s shoe store of Stark 
Altmaier has its own version of the ald saying about 
Mahomet and the mountain. It goes something like this: 
“When out-of-town mothers can’t bring their children 
to Columbus to buy shoes, Stark Altmaier will fit the 
children right in their own homes!” 

This Fall, Altmaier’s traveling home fitting service 
begins its ninth very successful year. In the ten months 
from September to July, an expert shoe fitter, with sou- 
venir toys and sixteen cases of left shoes in his auto- 
mobile, will call on mothers in scores of cities and towns 
lying within a radius of 100 miles or so of Columbus. 
Each town will be visited at least six times during the 
year, on a regular six weeks’ schedule. 

The home fitting service is one reason for the steady 

growth of Mr. Altmaier’s business. He first opened his 
children’s shoe store thirteen years ago. And each year 
since then—through depressions and _ recessions—his 
business has been bigger than in the preceding year. 


SMART, sound merchandising made his record—not 
sales or mark-downs. He’s never had a sale. Further- 
more, he hasn’t graded down in hard years. His price 
range has stayed the same—from $2.75 for a first 
walking shoe, to a top of $7. 

It was the “bad” year of 1932 that put Mr. Altmaier 
in the traveling shoe business. “Before the 1929 crash,” 
he explains, “mothers from all over Ohio came to our 
Columbus store to have their children fitted. When the 
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depression came, many of them didn’t feel they should 
spend the money any longer for the trip to Columbus. 

“So we worked out the idea of taking the store to the 
mothers. We wrote to all the out-of-town mothers who 
had been our customers, and explained our plan for a 
home fitting service. ‘But,’ we warned, ‘unless we have 
your cooperation, we won't be able to continue the 
service.” 

“The response was very encouraging. Those mothers 
worked hard to get their friends interested in our travel- 
ing shoe store. And our list of customers has been 
growing constantly since then. 

“Our fitter, Joe Lovett, travels in a plain sedan, with 
no marks or printing of any kind to distinguish it. He 
never ‘rings doorbells’—he visits only the customers 
on his list. 

“About a week before he visits each town, he sends 
each customer in that town a postcard announcing the 
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Left: Interior of the Altmaier store in Columbus. 
Although little or no stock is carried in view, the 
store carries several thousand pairs on hand regularly. 


STARK ALTMAIER, 


Columbus. Ohio, Children’s Shoe Merchant. This Fall Begins 

the Ninth Year of His Successful Home Fitting Service. Cover- 

ing a Radius of 100-Miles Around His Store by Car, He 
Visits Every Town on a Regular Schedule. 


date he will arrive. If the mother wants him to ,stop, 
she puts the card in the window, so he can see it from 
the street. Thus, he doesn’t have to waste time stopping, 
unless there’s a definite sale in view. Usually he plans 
to see the younger children in the morning, and the 
older ones when school is out. He carries a duplicate 
set of record cards in his car, so he knows exactly 
what shoes we have sold each child.” 


SOMETIMES a mother is not ready to buy new shoes 
when the salesman visits her town. She may have him 
fit her child anyway, and arrange for the shoes to be 
delivered a month or more later, with the proper allow- 
_= ance for growth. 

Mr. Lovett has found the six weeks’ schedule to be the 
most profitable. The average child is apt to need a new 


pair of shoes about every twelve weeks—thus if he 
doesn’t catch a child on one trip, he probably will on 
the next. 

Each evening he returns to Columbus with his orders 
—with the exception of several three-day trips covering 
the more distant towns on his route. On his three-day 
trips, he mails the orders in each evening. At the 
Columbus store the orders are filled immediately, after 
the fit of each pair has been carefully checked against 
the store’s set of record cards. Consequently, the shoes 
Mr. Lovett sells on Monday are usually in the mail early 
Tuesday morning. 

There are other reasons, besides the home fitting ser- 
vice, for Mr. Altmaier’s success. He has had the fore- 
sight to build up a wide reputation for children’s correc- 
tive work. He does fitting for crippled children for the 
State Welfare Department. And Columbus doctors rec- 
ommend him highly to their patients. 

“Some shoe merchants fight shy of corrective work 
they feel they have no right to assume the responsibility 

[TURN TO PAGE 19, PLEASE | 
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Me file 


What Is Your 


A NEIGHBOR’S son came over to my house the other 
evening and told me his story. He had been hired to go 
to work as of Aug. 1. The deal was made back in May. 
He had looked for no other job because he had expected 
to go to work as of Aug. 1. When he reported for duty, 
bright and early on the appointed day, he was told: “I 
am very sorry but we are not hiring any young fellows. 
The situation is changed since we last talked.” No 
further explanation; but putting two and two together, 
this and that, the young man reasoned it out that be- 
cause of the coming military service draft, that employer 
wasn’t hiring any young men who had every chance of 
being selected for military service. 

Let us suppose the young man’s conjecture was right 
and that the employer was hiring instead men in the 
higher age brackets, with dependents and not immediate- 
ly liable for military service. Let’s also suppose that 
there are many, many young men who are in the same 
position at the moment—unemployable because of the 
shadow of a draft law which may, or may not, have writ- 
ten into it or implied responsibilities on the part of the 
employer—financial or binding, etc. 

Well, it looks as though that young man and many 
other young men of his age are in a pretty tough spot 
because employers are thinking first about themselves— 
and if you want the truth, ALL THEIR THINKING is 
about themselves. 

May we put the emphasis on a statement made by 
Bacon, who divided man’s duty into two parts: 

“The common duty of every man as a man or 
member of a state; and the respective or special 
duty of every man in his profession, vocation and 
place.” 

That employer was looking at his secondary duty— 
and that alone. But both the young man and the em- 
ployer must, at this time, consider “the common duty 
of every man as a man or member of a state,” an 
American first, a business man second. 

We believe the employer was very shortsighted. If he 
had a sense of proportion, he would know that military 
service is a flexible thing—many are called and few 
are chosen. Aside from that—there is such a thing as 
keeping his word as well as his patriotic duty, not 


OUTLOOK 
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Common Duty? 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


restricted by that thing known as commercial fore- 
sight. 

It seems incredible that America should fail to learn 
the lesson that such democracy is essentially private 
selfishness. This was discovered too late in so many 
European countries now under the heel of Hitler. 

What can we do to develop a sense of responsibility to 
a nation and to the men who serve it in a military ca- 
pacity—when most of us are thinking in terms of un- 
adulterated profit motive? One of the signs of our 
weakness is in the very answer given by this employer to 
this young man—the case of ducking responsibility even 
before the employer knew what it was all about. 

In many shoe stores there will be young men called 
out for guard duty or drafted for military service. It is 
going to present many problems in the field of human 
relations because, on the one hand, practically no shoe 
businesses have any reserves to cover these emergencies 
and, second, there is no formula for commercial philan- 
thropy, no insurance against time and taxes making 
changes—but there never was a time when two men 
could not see eye to eye, and talk man to man. 

Military defense is important, for we don’t appro- 
priate billions of dollars for just the fun of paying taxes. 
But military defense isn’t everything. Ordinary shoe life 
goes on for 130,000,000 people, even though 700,000 
young men are called to the colors. It’s going to take 
time for the United States to train 700,000 men and our 
guess is that the majority of them won’t even be called 
until after the election; and they won’t be drilling much 
before 1941, i. e., with any of the new, modern tools of 
mechanized warfare. 

So any case of jitters as to losing a slice of the young 
men’s business this Fall is simply part of that disease 
known as mental malaria, which seems to give shoe men 
an aggravated case of commercial lethargy. If we don’t 
look out, we'll be having regular business down to a 
“slow walk” because of the concentration of our dumb 
thinking on “lost sales” before we even know anything 
about “the little man who wasn’t there.” 
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for it,” he declares. “But I don’t agree. 
I feel it is definitely up to us to assume 
that responsibility, and give mothers 
the advantage of our knowledge, in 
cases where they do not feel they want 
to consult a doctor about their chil- 
dren’s feet. 

“We've found that fifty per cent or 
more of the children who come into 
our store have some little deficiency 
that needs correction. A child often 
throws his weight on the wrong part of 
his foot. A little balancing wedge in 
the shoe may be all that is needed—and 
surely, we would be remiss in our duty 
if we didn’t make that correction. We 
may save the child from many foot 
troubles later on. 

“Of course, in serious cases we don’t 
assume the responsibility of correction. 
Then we advise parents to take their 
child to an orthopedist. 

“Naturally, we are careful how we 
speak to parents about their children’s 
feet, because some parents are touchy. 
We steer clear of any thought that the 
child is a cripple. Instead, we say, ‘I 
don’t know whether you’ve had this 
condition called to your attention, but 
this child’s foot should be carefully 
checked.’ ” 

Frequently parents ask about foot 
exercises to help correct a deficiency. 
Exercises are fine as far as they go— 
but they are not sufficient, he thinks. 
For example, it’s all very well to tell 
a child to walk on the outside of his 
feet instead of the inside—but when 
that child starts to run and play, he 
isn’t going to stop to remember where 


to throw his weight. The correction in 


his shoes takes care of that problem 
for him, by forcing him to support his 
weight in the proper balance. 

“Here’s another important point that 
children’s shoe merchants should stress,” 
says Altmaier. “That is, the necessity 
of building up the child’s general 
health. Sometimes parents complain, 
‘My child has worn corrective shoes for 
three or four years, and I can’t see any 
improvement in his feet.’ We reply, 
‘It’s up to you to build up the child’s 
health. All we can do is to give him a 
properly balanced shoe. If his health 
isn’t good—if the bones and muscles 
don’t develop strongly and solidly— 
the foot will not react favorably.’” 

Three expert shoe fitters are on the 
floor all the time, in addition to Mr. 
Altmaier himself. He hires no extra 
help, no matter how busy he is. To 
waiting mothers he explains, “I’m sorry 
you have to wait, but you'll be more 
Satisfied if one of our regular, experi- 
enced fitters takes care of your child.” 
He’s found most mothers are quite 
pleased and satisfied with this explana- 
tion. 

“In fact, there is a definite psycho- 
logical advantage in keeping mothers 
Waiting,” he declares. “For instance, 
on a busy day we may get a particu- 


larly tedious foot, one that requires a 
lot of study and attention. There might 
be a temptation to rush that case 
through a bit, in order not to keep the 
other mothers waiting. But don’t for- 
get that while the waiting mother is 
sitting there, she is having a chance 
to think, ‘My, he’s certainly doing 
everything he can to give that child 
the proper shoe.’ 

“When we finally get to the waiting 
mother, we apologize by saying, ‘It’s 
the first time that child has been in, 
and we didn’t know the foot.’ Then, 
even if you take only ten minutes to 
fit her child, she’s going out satisfied 
that her child is getting careful atten- 
tion, too.” 

Mr. Altmaier encourages his custom- 
ers to stop in his store often, so he can 
see how the child is walking, and check 
the fit of the shoes. His record card 
for each child is complete—it includes 
the correction used, if any; the re- 
sponse of the foot; the rate of growth, 
etc. 

Keeping track of the rate of growth 
not only aids in correction—it shows 
the right size to fit on the child, so the 
mother will have normal wear expec- 
tancy from the shoes. Also, it aids in 
timing follow-up postcards. Shortly be- 
fore each child is ready for a new pair 
of shoes, the flattered boy or girl re- 

[TURN TO PAGE 49, PLEASE] 





Interesting Shoe Exhibit 
At Fair 
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~ GOODRICH 
FOOTWEAR 


Three revolving tables, contrasting mod- 
ern types of footwear for sports, farm- 
ing and stormy weather with ancient 
types of footwear, were used by The 
B. F. Goodrich Co. in its World’s Fair 
building to introduce hygenic and pos- 
ture foundation features of latest 
models. Each of the revolving tables 
presented three different types of foot- 
wear. 








Today Health Spot Shoes are 
established as one of America’s 
leading corrective and comfort 
lines. There are more Health 
Spot Shoes sold at $11.50 up 
than any other line in this price 
range. 


Fourteen years of constant re- 
search in last making, shoe 
making and merchandising 
methods has accomplished this 
result. 


Exclusive Health Spot Shoe 
Shops offer one of the largest 
returns on capital invested in 
the retail shoe business. Capi- 
tal required $3500-$5000 de- 
pending on locality. 


Join this fast-growing group 
of independently owned Health 
Spot Shoe Shops, operating for 
profit on modern store meth- 
ods. 


FREE TRAINING SCHOOL 


Learn how to make more money 
on your investment. Study bud- 
get control, stock control, mer- 
chandise display. Dates of 
next class are August 19, 2 
and 21. 


Send details of your present 
setup or plan to attend train- 
ing class before making change. 
Mr. Wide-Awake Retailer, this 
is the opportunity you have 
been waiting for. Write us 
today. 


MUSEBECK SHOE COMPANY 
DANVILLE ILLINOIS 
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High Style Colors 
Launehing 


Have 


Fell Colors Introduced by Color Affiliates— 


Group of Eight Style Manufacturers—Are Subtle 


and Subdued in Tone and Inspired by the Great 


Outdoors 


blended in this ensemble. Subtle 

Green of the sports frock of 

the Bark Brown shoes from Palter 

matching handbag from Koret. The Kislav 
hand-sewn gloves are in Indian Summer rust. 


Both photographs by courtesy of the Press Bureau, 
Abbott Kimball Co., Inc. 


AT a breakfast party at the Tavern-on-Green in New 
York’s Central Park, Color Affiliates recently showed 
their Fall promotion colors before 600 representatives 
of the fashion and beauty press and key people from 
stores from coast to coast. This is the fourth season 


Burning Red, newest shade for Fail, is the 
color of this suit, in a fabric dyed specially 
by Stroock. The Delman shoes are in ele- 
gant Dark Brown, as are the Kislav gloves 
and the G. Howard Hodge tambourine hat. 
which is daringly banded with Juniper Green. 


eae Y 


that the Color Affiliates have presented a group of colors 
designed to help the fastidious shopper to match and 
blend her costume and accessory colors in unusual and 
lovely combinations. The group consists of Koret. 
bags; Kislav, gloves; Palter De Liso. shoes; G. Howard 
Hodge, hats; Elizabeth Arden, cosmetics, and Stroock. 
woolens. And two new names—Mallinson, silks and 
rayons, and Delman, shoes. 

This Fall, Hodge hats, Koret bags, Kislav gloves and 
Palter De Liso and Delman shoes are all planned and 
dyed to match perfectly. Stroock woolens and Mallinson 
silks and rayons come in the same basic shades, and in 
harmonizing complementary hues. The use of shoes 
from two top-flight designers was inaugurated to make 
shopping even easier by giving a wider choice of styles 
for individual tastes. [TURN TO PAGE 45, PLEASE] 





























































TRUE TO 
ually 
TRADITION 


When, in 1876, W. L. Douglas founded the com- 
pany which has borne his name for sixty odd years 
his great personal pride in the quality and reputa- 
tion of his product was a dominating influence. 
In effect it was a creed responsible for the rapid 
and continuous growth of a business which ulti- 
mately made the name and portrait of the founder 
the best known and most respected symbol for ; 
value in men’s footwear all over the world. 3 





Throughout the intervening years the founder’s 
conviction that success is founded on the delivery 
of honest value and superior service has perme- 
ated the Douglas organization, passed on to suc- 
cessive generations, and has been in large measure 
responsible for the continued success of the or- 
ganization. 


At no time in recent years has the quality tradition 
of the W. L. Douglas Company been more evident 
than at present. Keeping pace with challenging 
conditions and changing methods Douglas pro- 
duction and service facilities have been complete- if 
ly modernized and streamlined. Today, Douglas 4 
Shoes are made by the most up-to-date methods = 
and organization in the country. 





In the new Fall and Winter line, Douglas sur- 
passes all previous performances. Present are not 
only all the features which have made the Douglas 
name famous, but also more generous mark-up 
and bigger profits for the retailers of Douglas 
Shoes. 


The enthusiasm of buyers all over the country 
demonstrates that Douglas now offers the ultimate 
combination of quality, value, price, service, and 
consumer acceptance to every retailer who wants 
to dominate the men’s shoe business in his com- 
munity. 


ie cy LT ERIS 


Yes—we can truthfully say, and you will certainly 
find, that the Douglas Fall and Winter line is true 
to the quality tradition that has marked Douglas 
Shoes for sixty-four years! 


UL. Douglas 
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AMERICA'S BEST 


1322 BROADWAY, NEW YORK KNOWN SHOES 


HOTEL LANKERSHIM, LOS ANGELES 










QUALITY BASED ON 
Ruepings TA RTA NZ 


A GRAIN CHROME LEATHER 





























DOUGLAS STYLE 
No. 4022 f, 
Made of Rueping's 
BLACK TARTAN C7 
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TARTAN —Beneath a beautiful sturdy grain, one finds com- Mt cour 


fort tanned into this upper leather by the Fred Rueping Leather 
hoes of 
Company. 


TARTAN —retains its soft, mellow nature regardless of how 
often it is dampened in the wear. 

TARTAN _ is offered in all popular shades, and the leather 
lends itself readily to antiquing. 


TARTAN — is found liberally in W. L. Douglas’ quality shoes. 


FRED RUEPING LEATHER 
COMPANY 


FOND DU LAC, WISCONSIN 


Dougles a FF 
" " ¥ = Boston—New York—San Francisco—Saint Louis—Milwaukee—Cincinnati 


MERICA'S BEST —Montreal—Leicester, England 
39, £On', By Ee 3 , 60) 2) ae 
NR. 
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*BROGANDI is every inch a man’s leather . . - 

ugh, tough, and with a texture that men just natu- 
ly like. But Brogandi has other qualities not com- 
om in a heavy leather. Made of glove-soft goatskin— 
of the kindest leathers to the feet— it is supple, 
iable and makes any shoe flexible and comfortable. 


ls com- P! course, the sensational new Douglas line features 


eather 


hoes of Brogandi. 


of how 


*Brogandi is a registered 
trade-mark and represents 
an exclusive tannage of 


leather John R. Evans & Company. 


DOUGLAS STYLE 4627 


r shoes. 
DOUGLAS STYLE 4628 


- kid eatheXs Known SHOES 
YONS KNOWN SHOES 


EVANS & COMPANY + CAMDEN + NEW JERSEY 
Established 1857 





a QUALITY BASED ON 
QUALITY 
LEATHERS 


DOUGLAS STYLE 
No. 2622 
Made of rich 
brown 


WILLOW CALF 


For many, many years we have been privi- 
leged to include W. L. Douglas in our list of 
valued customers. We like to do business 
with them. Our Colored Willow Calf, Black 
Royal Calf, Empire Kips, and Amerigrain 
Elk have long been identified with their shoes. 
May their successes of the past be repeated 
again in the future. 


AMERICAN 


Douglas ae HIDE AND LEATHER CO. 


AMERICA’S BEST BOSTON MASS. 
KNOWN SHOES 





CHARACTERISTIC OF 


Y/ MONARCH'S 


2G EbAC$4: FASHION LEATHER 
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Both Vegemont and Montan leath- 
ers take hand finish antiqueing 
especially well. Many nationally 
known lines of men’s and women’s 
shoes find that these leathers 
worthily uphold their reputations 
for quality merchandise. Others 
of our well known leathers are: 
SARANAC, YUCATAN, RUSSIA, 
CORDO, MONBUCK, ANTIQUE 
GRAINS, DARTMOOR and 


- BARRMOOR. 
rivi- 
st of 
a DOUGLAS STYLE 
black No. 8712 
grain 


hoes. 


pated 


N MONARCH LEATHER om, Dauglees 


. COMPANY ‘7 
MAS AMERICA'S BEST 
CHICAGO BOSTON KNOWN SHOES 
CINCINNATI NEW YORK 
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QUALITY BASED ON 


WEBSTER 


FLEXIBLE INNERSOLES 





DOUGLAS STYLE 
No. 4015 
with 
WEBSTER 


Flexible Innersoles 


It is natural that a line of shoes so long known 
and respected for smartness and value will be 
made of materials with a long standing repu- 
tation for quality and dependability. For in- 
stance, WEBSTER FLEXIBLE INNERSOLES 
. .. preferred by leading manufacturers for 
many years. Use of Webster Innersoles is a 
guarantee of the manufacturer’s high quality 
standards . . . assurance of superior innersole 
value and satisfaction in his shoes. 


GEORGE H. WEBSTER 


SOLE CO. 
ATHOL, MASS. 
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CHARACTERISTIC OF 


TRAVELITE HEELS 





DOUGLAS STYLE 


No. 4620 
One of the many 
Douglas patterns 
TRAVELITE 
RUBBER HEELS 


DOUGLAS STYLE 
No. 4905 
Well heeled with 
the famous 
TRAVELITE 
RUBBER HEEL 


The high quality and certain satisfaction of TRAVEL- 
ITE RUBBER HEELS is assured by the use of the 


toughest possible grade of pure rubber . . . the same 
long-lived materials that are used in the best automobile 
tires . . . and continuous, comparative laboratory tests which 
maintain abrasive strength . . . tensile strength . . . long life 
and resiliency . . . qualities upon which rubber heel satis- 
faction rest. It is fitting that a shoe as outstanding as Douglas 
should have rubber heels as superior as Travelite. 


RAVELITE RUBBER Ry Douglas 


COMPANY, INC. AMERICA’S BEST 


KNOWN SHOES 





60 SOUTH ST. BOSTON, MASS. 
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ENGLAND -WALTON 
Fibre Sorted SOLES 


DOUGLAS STYLE 
No. 4522 
Uniform wear and 
a sound understanding 
with 
ENGLAND-WALTON 
fiber sorted soles 


Uniform serviceability . . . more uniform wear... 
uniform good-looks ’til the end . . . those are the plus 
values contributed to the famous Douglas Shoe by 
England Walton fiber-sorted soles. Values well ap- 
preciated by retailers of these well known shoes be- 
cause they are extra selling points . . . convincing 
telling points. 

To provide this balanced, pair-by-pair advantage which 
makes better satisfied customers for retailers, England Wal- 
ton sorters have been trained in the matching of soles by 
fiber, and thus to insure maximum uniformity . . . a quality 
well known in E-W soled Douglas Shoes. 


‘ ENGLAND-WALTON 
Dougles > DS, DIVISION 
as BI 3 A. C. LAWRENCE LEATHER CO. 
AMERICA'S “ST 
BOSTON, MASS. 


KNOWN SHOES 
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BASED ON ROCKLAND WELTING 





DUGLAS STYLE 
No. 7514 

de with reliable 
ROCKLAND 
WELTING 


Crisp sole edges, long continued good looks, shape re- 
tention, and general satisfaction depend in good mea- 
sure on the high quality and dependability of the 
welting. Consequently, respected manufacturers with 
reputations for value and quality to maintain choose 
this vital material with care. That a house as noted in 
its field as the W. L. Douglas Shoe Company relies upon 
Reekland Welting for consistently fine quality in this im- 
portant part of its shoes is the highest endorsement of our 
product . . . and reveals the extreme care and skill with 
which materials for Douglas Shoes are selected. 


ROCKLAND WELTING o a, Douglas 


COMPAR? AMERICA’S BEST 
ROCKLAND, MASS. KNOWN SHOES 











QUALITY BASED ON 
CAROLINE-BECKER 


HIGH GRADE 
LEATHER HEELS AnD TOPLIFTS 
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DOUGLAS STYLE 
No. 4520 
features a better 
is. « » 
CAROLINE-BECKER 
product 


With a long standing reputation for the delivery 
of quality and value to be maintained, the W. L. 
Douglas Company naturally selects with care 
the materials going into Douglas Shoes. By con- 
sistent use of Caroline-Becker leather heels and 
toplifts this outstanding concern signifies their 
confidence in the high quality and dependabil- 
ity of these well known products, which are used 
by leading manufacturers from coast to coast. 
When your manufacturer uses Caroline-Becker 
sole and heel products, you may be sure he is 
maintaining the highest quality and value 





- standards. 
DLougles ae CAROLINE -BECKER 
\¢ 
AMERICA’S BEST 40 HERROD AVE. : BOSTON OFFICE 


KNOWN SHOES BROCKTON, MASS. 95 SOUTH ST. 
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DOUGLAS STYLE 


No. 4903 


made with the 


well-known 


PANCO 


DURAKORK SOLE 


The selection of Panco 
“Durakork” and Panco 
Gum Soles and Heels by 
such a well known manu- 
facturer as W. L. Douglas 
Shoe Com pany certifies 
their extra value and de- 
pendability. Notable for 
their light weight, resilient 
construction, they have in- 
visible toe reinforcing. In 
addition, Panco ‘‘ Dura- 
kork” is non-slipping to a 
remarkable degree. Pro- 
duced in black, tan and red, 
with matching heels, in 14, 
18, 21 and 24 iron. For 
longer wear—safer footing 
—drier feet—and more sat- 
isfied customers, Douglas 
specifies soles and heels by 
Panther Panco. 


KORK”...AND 
AND HEELS 


“pba cece CO. y om, Doualeer 
EA, MASS. 
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AMERICA'S BEST 


KNOWN SHOES 





A 


few of the many 


OUTSTANDING 
DEPARTMENT STORES 


who find in Douglas shoes a more sat- 


UNE tt 


isfactory turnover... a better profit 


Lug baa 
AMERICA’S 


KNOWN 


BEST 


SHOES 


ADAM, MELDRUM & ANDERSON 
L. S. AYRES & COMPANY 

THE BAILEY COMPANY 

BOGGS & BUHL 

THE BOSTON STORE 

H. C. CAPWELL COMPANY 
CREWS & BEGGS D. G. COMPANY 
DENVER DRY GOODS COMPANY 
THE EMPORIUM 

ERIE DRY GOODS COMPANY 
FRANK & SEDER... 

GLOSSER BROTHERS 
GOLDBLATT BROS. (10 Stores) 
THE GOLDEN RULE 

HESS BROS. 

F. & R. LAZARUS COMPANY 
THE LEADER, INC. 

THE MAY COMPANY 

RICH'S INC... 


ROLLMAN & SONS COMPANY 


SCRUGGS-VANDERVOORT-BARNEY, INC. 


SIBLEY, LINDSAY & CURR CO. 


BUFFALO, N. Y. 
INDIANAPOLIS, IND. 
CLEVELAND, OHIO 
PITTSBURGH, PENN. 
MILWAUKEE, WISC. 
OAKLAND, CALIFORNIA 
PUEBLO, CALIFORNIA 
DENVER, COLORADO 
SAN FRANCISCO, CALIFORNIA 
ERIE, PENN. 

DETROIT, MICHIGAN 
JOHNSTOWN, PENN. 
CHICAGO, ILLINOIS 

ST. PAUL, MINN. 
ALLENTOWN, PENN. 
COLUMBUS, OHIO 
MINNEAPOLIS, MINNESOTA 
BALTIMORE, MARYLAND 
ATLANTA, GA. 
.CINCINNATI, OHIO 
ST. LOUIS, MISSOURI 


ROCHESTER, N. Y. 





NATIONAL 
MEN’S SHOE WEEK 
September 14-21 


| 


See years ago Boot and Shoe 


Reeorder coined this slogan for 
National Men’s Shoe Week. 

Today this slogan is an integral part 
of all promotion having to do with 
men’s shoes. 

National Men’s Shoe Week for 1940 
is dated September 14-21. 


Plan your promotions accordingly. 





YES, AND BILL IS A 
GOOD MAN. HIS SHOE- 
eunene MAKING EXPERIENCE, 
PRIOR TO ENTERING THE 
BILL BURGER, 
MANAGER oF LAST BUSINESS, HAS 
unitep cast @'VEN HIM UNUSUALLY 
COMPANy's BROAD AND VALUABLE CON- 
STYLE LEADERS THROUGH- 


STYLE 
sTUDIO. OUT THE INDUSTRY. 


> HUSETTS 


UNITED LAST COMPANY 








BOOT anv SHOE RECORDER, August 10, 1940 


LOS ANGELES 
Shows Them How to Do It 


Breaking with the Tradition of Black Suede for the First 


Fall Shoe, Leading Stores Introduce Dramatic Color Pro- 


motions in Matching Shoes, Gloves and Handbags 


bos 


Bullock's Wilshire and Broadway stores recently used 

these two ads in a promotion of color for Fall. The 

one above, featuring a new spice color, was done in 

three colors, a blue background and brown for the 
shoes and accessories. 


PROMOTION of color by leading Los Angeles stores 
for early Fall—July 15 to August 15—has been nothing 
short of sensational in the stimulation of interest and 
actual business. Year after year black suede has been 
introduced at this season, just at a time when very few 
persons are interested in black of any kind. 

Two stores have taken the lead in introducing color 
in their first Fall shoes and matching gloves and hand- 
bags. Gude’s took California saddle leather and had 
it made into shoes and handbags. This leather, a 
natural undyed saddle leather color, is washable with 
saddle soap and is proving to be something the public 
wants. A little booklet describing the leather is given 
patrons with each shoe and bag purchase. 

Four different styles were included in Gude’s open- 
ing promotion. Advertising copy on this promotion 
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read: “California Saddle Leather, the pride of leather 
tanners, now in startling new shoes and handbags. 
This distinguished leather, tanned with California oak 
bark, free from dyes, fills or adulterations, has an 
enamel-like finish that becomes brighter and smoother 
by use and takes on a rich glossy nut shade like a 
meerschaum pipe. A natural shade which blends or 
contrasts perfectly with any color.” 

Bullock’s Downtown splashed color in a series of 
half-page ads in the Los Angeles Times. Copy and 
colored illustrations made color in shoes, gloves and 
belts an appetizing dish for California Summer fashion- 
minded folks. 

[TURN TO PAGE 52, PLEASE] 
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A Boot and Shoe Recorder Department 








Summer Isn’t Over Yet 


“Half of New York hasn’t gone on 
Vacation Yet” and there are still 
many warm days to come and cus- 
tomers needing Summer shoes, accord- 
ing to a recent ad of Stern’s depart- 
ment store in New York City. 

“ . . Just think of it. Half of 
New York’s sweltering 7,000,000 have 
yet to take that grand and glorious 

. that long awaited . . . two or 
three weeks vacation. And the fun- 
niest tradition in this whole retail 
business . . . is the old idea that Sum- 
mer stocks should be pretty well 
cleared out by July 15. Just when 
you want Summer things—that we 
should be out of them. 

“We don’t believe it at Stern’s. And 
we practice what we preach. We've 
had one of the busiest months in our 
history . . . simply by keeping stocks 
of fresh, wanted Summer needs. We’re 
going to continue to do so in August. 
(We'll make some mistakes . . . be 
out of some of the things you want) 
but we'll do our best . . . and you can 
bet it will be better than average . . . 
to have all your Vacation Needs dur- 
ing these 15 Days of Vacation Spe- 
cials.” All of which goes to show 
that people will still buy Summer 
shoes while the weather remains warm 
and they need them—and people tak- 
ing vacations in August and Septem- 
ber will surely need them. 


SS > 
A Study in Optics 


One of the most attractive store 
windows on 57th Street, New York 
City, has been installed by Sommer’s 
Shoe Store, between 5th and 6th Ave- 
nues. 

The front window is of curved in- 
visible glass. The background wall 
consists of a glass fence made of 
solid tubes of glass—each tube about 
one inch thick and four feet long. 





by JOHN F. W. ANDERSON 


From the street, the customer gets a 
close view of the shoes on display and 
a convenient and useful glimpse into 
the interior of the store. From the 
fitting stool, the customer can point 
to desired models visible in the win- 
dow display. 
* * * 


How to Smell a Sale 


You’ve heard of selling merchandise 
by sight, and selling goods by sound. 
Well, here’s an example of selling 
merchandise by smell. 

A month ago (June 22 issue of 
Boot ano SHoe Recorper) we told 
you about the modernized store front 
on McCreery’s department store in 
New York. Not only is the design 
beautiful and arranged for the effi- 
cient display of goods, but soft music 
flows from below the windows. And, 
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THE NEW PROW HEEL 


points to Fall and femininity 

The Prow, with ite cleverly seooped-out sides, its 

delicately shaped back, points to a new and more 

graceful silhouette for Fall. Definitely feminine, 

altogether flattering—it retains the good feeling 

of heel-to-tee support, eliminates balk and adds 

an sity fairy lightness that you'll love. 

Selon Ariste sephyr suedes in inky block, $14.75 
Shoe Salon—Fijth Floor 











Is true artistry coming into the wedge 
—in grace and beauty? 


now, we walk by the windows and 
fragrant perfume blows out on the 
unsuspecting audience from tubes over 
the windows—possibly on the theory 
that if all senses are lulled into con- 
tentment, a sale is assured. 

* * * 


An Ad to Every Smoker 


Proprietor Hefflinger of Hefflinger’s 
Men’s Shoe Store writes in to say 
that he is using a very useful and ef- 
fective form of advertising in the form 
of cardboard cigarette case. The cases 
advertise Hefflinger’s shoes on one 
side and catch the eye with a pretty 
face on the other. And, on one end 
of the case, the following selling 
slogan: 

“It is a feat to fit the feet 

a feat to hit the ball, 

Hefflinger shoes fit the purse and feet 

And that’s the greatest feat of all.” 

* * ~ 


“Wood Heel and Bow... Yes, wood 
. spool-turned by a master wood- 
carver, then polished to the color of a 
Malacca cane.” 
(Cutler, Palmer House, Chicago) 
* * ao 


Early Bird Gets the Customer 
John Engler, proprietor of the 


Clinton Shoe Repair Service, Wau- 
kesha, Wisconsin, has discovered that 


a method that permits off-hours cus- 


tomers to drop work in his shop has 
been a great help in increasing the 
volume of business in his shop. Mr. 
Engler has cut a hole in the side of 
his store, next to the side entrance, 
and constructed a box inside to re- 
ceive all shoes delivered. Anyone, 
trying the door early in the morning 
or late at night, and finding it locked, 
can’t help seeing the sign on the wall 
which reads, “For The Early Birds. 
Write what you want done on the 
bundle. Drop Shoes Here.” 

“We make a special point to men- 
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BEST IDEA OF THE WEEK 
HOT WEATHER NO BAR TO SLIPPER SALES 
(Store for Men, Marshall Field & Co., Chicago) 


O. P. Ideator—“That’s a very attractive men’s slip- 
per bar you have put in next to the elevators. But I 
don’t quite understand your timing; after all this isn’t 
the Christmas season.” 


Men’s shoe buyer Walter Gable—“That may be true, 
but we have decided that the men’s slipper and leisure 
footwear business can be made a year ‘round business, 
so we built this long display bar and backed it up with 
trade stopping backgrounds. We have found that 
slippers have become a most important and popular 
men’s gift item, not only at Christmas, but for holi- 
days, anniversarys, birthdays and other special oc- 
casions Visitors to the city like to take home a gift 
and we find that slippers serve as an excellent present 
to suggest for those ‘hard to buy for’ men folks. 
August and September, incidentally, are nearly as big 
slipper months with us as the month of December.” 


O. P. Ideator—“You certainly have a complete 
selection on display.” 


Mr. Gable—“Yes, our silent salesman, as we call 
it, is showing more than 60 styles at all hours of the 
day. It’s an old adage in the retail game that to 
‘Show it is to Sell it’, and our modern version of the 
slipper bar certainly proves to us that that adage is as 
true today as it ever was. It would be practically im- 
possible, and certainly impracticable for a salesman 
to show our entire line of slippers and we could never 
offer the complete range at a glance as simply and as 
quickly as we do here. Now all we have to do is to 
tell the customer that we have a slipper to meet every 
need and demand.” 


0. P. Ideator—“Who buys from this display—men 
or women?” 


Mr. Gable—“Both. Women especially like this bar 
because they like to do a lot of looking and see a lot 
of styles, types and colors before they buy. They feel 
we are doing them a service in making it so easy for 
them. The bar serves as a suggestion to many men 
that they might as well have another pair of house 
slippers or a little heavier pair which they can wear 
around the yard. They, also, like this easy way of 
selecting them.” 


0. P. Ideator—“Those are clever signs that you are 
using along with this display.” 


Mr. Gable—“Yes, this one is for the gift shoppers— 

“*Welcome Any Time—A Pair of Slippers. They 
imply luxurious leisure, solid comfort. Surprise 
someone now with a pair.’ 

“And here is one for the male customer— 


“There’s a record turnout for this slipper jamboree 
—a presentation of all types and styles. Slippers for 
every purpose—lounging, leisure wear, traveling. Why 
Not Treat Yourself to a Pair or Two Now?’” 


O. P. Ideator—“I can see now that you have an 
effective display unit that will sell slippers year 
round.” 


Mr. Gable—“Yes, and because we can concentrate 
an entire line in a small area, we plan to use this bar 
for other seasonal promotions such as sports shoes, 
golf shoes, casual footwear, etc.” 





tion this service to all our customers 


jobs per year which he might not 


Will he? No! 





Inventory forbids, so 


and they make good use of it. For 
example, many people nearby go to 
work before we open—they can leave 
their shoes as they go by. Many cus- 
tomers drop their shoes in the box 
when they are going out for a drive 
on Sundays—it saves them an extra 
trip early Monday morning. Nowa- 
days, a merchant has to do every- 
thing he can to please customers—it 
shows up in extra business.” 


Mr. Engler reports that he aver- 
ages two pairs per day in the special 
box which means at least 600 repair 


have received. The idea is applicable 
to most any shoe repair shop or the 
increasingly large number of shoe 
stores which are equipping their back 
rooms with shoe repair departments. 


oe a 


Shop Talk 


Fourteen successive days of heat 
wave throughout most of northern 
states . .. means white shoes can still 
be sold . . . clean shelves for Fall 
. .. and complete stocks of early mer- 
chandise. Big circular window stick- 
ers are effective. The Foot Saver Shoe 
Store, New York City, cut circular 
nitches in background display . . 
eighteen inches in diameter .. . a 
shoe displayed in each. Macy’s has 
cheered up their children’s depart- 
ment with alternating red and blue 
covers on the chairs. What can a 
certain Fifth Avenue merchant do 
with 1,800 pairs of wedgies he is stuck 
with? . . . Turn them back to the 
factory? No! Have the heels al- 
tered? No! Sell them at a dollar? 


he is just stuck. McCreery’s new 
department store windows (photo 
June 22 issue) are taller than they are 
wide .. . solution . . . this week a 
double window display . . . one on 
top of the other . . . divided in mid- 
dle. Retailers are optimistic for Fall. 


* * 


A Lesson in Salesmanship 


What is creative salesmanship? 

“When the rain is pelting down and 
people come in and ask for rubbers, 
no creative element is present in the 
selling. Jt is automatic. But when 
the sun is shining, and a customer 
comes in for a pair of leather shoes 
and walks out with a smile and a 
pair of perfectly fitting galoshes for 
her new shoes, there you have the 
result of creative selling in the fullest 
sense. The customer’s needs have been 
anticipated, and she has been shown 
the advantage of buying her galoshes 
and leather shoes together. She profits, 
the salesman profits, and the store 
profits.” 





arrels Of 


JOIN the campaign to collect BARRELS 
OF SHOES FOR WAR REFUGEES, through the shoe 
stores of America. Whether war continues or peace is 
declared, we all know that famine, sickness and death 
will be the lot of millions next Winter, unless some- 
thing is done by the humanitarian forces of the world. 
to help. 

America can do more perhaps than any other na- 
tion on the face of the globe. In every village, town 
and city in America, there can be found a surplus of 
shoes in the homes and closets of men, women and 
children, that would be gladly given to European 
refugees. Next to food, shoes are most necessitous. 

Here is the pattern from a similar precedent on 
how to do it. Veteran shoe men will remember the 
campaign conducted by our industry back in the 
days immediately following the first World War and 
extending up to the time of the Far East Relief. Hun- 
dreds of stores throughout the United States joined in 
the work of collecting worn shoes and shipping them, 
through the Port of New York, to those parts of the 
world where suffering, sickness, famine and death 
haunted the people. 


SHOES 


During the last war-relief collection of shoes, you 
may remember the shoe retailers of America collected 
shoes in barrels, because there is nothing easier to 
handle in shipment, here and abroad, than a barrel- 
for that sort of packaging is a great convenience not 
only in your store but for storage on shipboard and for 
handling abroad. 

We again recommend the collection of shoes in bar- 
rels, in shoe stores everywhere throughout the United 
States. The barrel itself is a more significant receptacle 
for the collection of shoes than anything else. You can 
get a sugar barrel or a flour barrel from your local 
grocer. Be sure that he gives you the lid of the barrel 
and the hoops. Put the barrel up in the corner of your 
store, close the door. Paint it red, white and blue—if 
necessary. Put a card over it: “BARRELS OF SHOES 
FOR REFUGEES.” Put some cards in the window and 
start collecting. Serve as a collection depot for a 
worthy charity. 

Newspapers in your town will gladly cooperate to in- 
dicate that in your store these shoes are being collected. 
The homeless children, men and women will be duly 
grateful. 
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This is the first announcement of the plan for col- 
lecting hundreds of barrels of shoes for European re- 


lief. Be one of the first in your town to do it and rec- 


ommend that all merchants cooperate because this is 
one thing that has within it that spirit of charity and 
helpfulness. 

The cause is a glorious one—relief of men, women 
and children—who will need shoes to protect them 
against Winter weather. Many a pair of shoes dis- 
carded by your customer, has days and days of good 
wear and protection against wet, cold and sickness. 
Shoes are, in many ways, as important as foodstuffs, 
in the terrible situation that will develop in Europe and 
throughout the world this Fall. 

Millions of pairs of shoes will be needed and we have 
assurances that shipping space will be provided. Later 
we will expain a number of other things. Freight 


charges between your town and New York are to be 


Address All Communications 


or WAR REFUGEES... 


paid for by you, because there is no expense money 


available—nor do we intend to collect money for this 
purpose. This is a voluntary cooperation on the part 
of shoe men for the good of mankind. Sufficient for 
us to show the path. We expect your cooperation be- 
cause it is for your good as well as the good of the 
European war sufferers. 

In later issues we will explain that the public will 
dump into the barrels all kinds of shoes and it will be 
necessary for you to sort out open toes, open heels and 
some of the flimsy things that would serve no useful 
purpose anywhere as second-hand shoes. Securely tie- 
up each pair with string. Wrap the serviceable shoes 
in newspapers for protection against injury and mold. 

Write us a letter saying that you are willing to coop- 
erate. This is one national, cooperative effort that 
should appeal to every merchant, in every store every- 


where. 


COMMITTEE: BARRELS OF SHOES FOR WAR REFUGEES 


5TH FLOOR—100 EAST 42npD 





ST. NEW YORK, N. Y. 
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“A” — Orange & 


ground. 


Colorful price tickets in 
the popular price denomi- 
nations will dress up your 
displays, and make selling 
easier. Blanktickets,show- 
ing the design only, are 
also available. 


We have in stock a com- 
plete selection of designs 
and color combinations. 
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“V"—Green & Yel- 
brewn on buff low on white back- 
background. 
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SELL THOSE WINDOW SHOPPERS 











FALL PRICE TICKETS 


Imprinted Prices on Colorful Seasonal Designs 





cp os 








“S"——Brown 


& red 


en deep buff back- 


ground. 


6 Dozen 
$1.10 


12 Dozen 
$2.00 


MERCHANTS SERVICE = 


209 SO 


white 


The size—114” x 254”—is 
large enough to attract the 
eye, and small enough to 
give the shoe prominence. 
The tickets are attached 
neatly to any part of the 
shoe with our Price Ticket 
Clips which are priced at 
$4.00 per gross—$2.25 per 
half gross. 


STATE ST * 


andiereund 


We will send a circular showing actual samples, at your request. 


CHICAGO, ILLINOIS 
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COLORFUL AND EFFECTIVE 
SHOW CARD AND PRICE TICKET 
SERVICE ... New and seasonal dis- 
cards and harmonizing price 
every month with informa- 
tive messages on style notes, value, 
quality, service, etc. Exclusive fran- 
chise basis. WRITE for samples 
and further information. 





WRITE FOR DETAILS OF OUR ANNUAL SHOW CARD SERVICE 





SERVICE 


MONTHLY 


CARDS HOLDERS 


BLANK 
TICKETS 





No. | 


$5.00 


12 6 





No. 2 


4.00 


8 4 





No. 3 


3.00 


6 2 








No. 4 





2.25 


4 
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THIS WEEK 





Saturday, AUGUST 10, 


IN THE SHOE TRADE 


1940 


National News 





Lincoln Road Prepares for Busy Season 





Miami Beach Shopping District Readies Itself for Anticipated 
Large Demand of English and American Visitors to Nassau. 
Arrival of Duke and Duchess of Windsor Expected to 
Increase Clothing and Accessory Sales 


MiaMI BEACH, FLA.—Where do the 
smart people who go to Nassau for 
the Winter or a part of the resort sea- 
son buy their shoes? Certainly not on 
the Island, for there is not a shoe shop 
there that can supply anything but the 
most ordinary footwear. Lincoln Road, 
Miami Beach, supplies much of the 
foot covering that is seen on the Island, 
and the colony is noted for being a 
well-dressed group. No longer do Win- 
ter visitors buy their resort shoes in 
the home town; they prefer to wait 
until they reach this area and can get 
the newest and smartest models. One 
merchant who is opening a shop on 
Lincoln Road for the first time this 
season says he was forced to do it to 
protect himself; that so many of his 
best customers spend the winter in 
Florida or the Bahama islands and 
must have resort footwear of a dis- 
tinctly new and advanced type such 
as he could not offer them in the north- 
ern shop, he had to have a place where 
he could supply footwear “five months 
ahead of the nation” in style, color 
and models. Incidentally, this provides 
a good proving ground, for styles that 
are popular here are what he can be 
sure will go over well in the northern 
outlets. 

Now Nassau is only 90 minutes dis- 
tant from Lincoln Road by plane, and 
flying is the most approved mode of 
travel between the two points. Women 
who formerly went to Palm Beach for 
their resort shoes now come to the 
Road. One of the largest shoe shop 





Dates to Remember 


Annual Outing Greater Buffalo Shoe 
Retailers Association and Affiliated 
Shoe Trades, Walker's Grove, Wil- 
liamsville, N. Y August 14, 1940 

Monthly Showing Chicago Shoe Trav- 
elers Association, Morrison Hotel, 
Chicago, Ill August 26, 27, 1940 

National Men’s Shoe Week 

September 14-21, 1940 

Official Opening of American Leathers 
and Style Conference for Spring, 
1941, Waldorf-Astoria Hotel, New 

September 16, 17, 1940 


National Shoe Fair, Hotel Stevens, Chi- 
cago, Ill January 6, 7, 8, 9, 1941 
Michigan Annual Shoe Fair, Michigan 
Retail Shoe Dealers Association, 
Hotel Statler, Detroit, Mich. 
January 12, 13, 14, 1941 
Charlotte Shoe Show, Hotel Char- 
lotte and Hotel Selwyn, Charlotte, 
Th Mb. Gneccnsané January 12, 13, 14, 1941 


Joint Annual Convention Southwest- 
ern Shoe Travelers Association and 
Texas - Oklahoma Shoe Retailers, 
Hotel Adolphus, Dallas, Texas 

January 12, 13, 14, 15, 1941 





managers reported that they do a very 
big business with Nassau ladies and 
that smart spectator sports models are 
most in demand. He had this comment 
[TURN TO PAGE 49, PLEASE] 


U. S. to Order More 
Flying Cadet Shoes 


Boston, Mass. — An advertisement 
for bids on 1128 pairs of black calfskin 
oxfords for use of flying cadets has 
been sent to manufacturers from the 
Boston Quartermaster Depot. These 
bids will be opened August 12. On July 
24, an order for 2580 pairs of similar 
shoes was given to the Endicott-John- 
son Corporation at a price per pair of 
$2.79. 

On Saturday, August 3, bids were 
opened covering the manufacture of 
5000 pairs of 16-inch leather laced 
boots of the half moccasin, double vamp 
type — specifications laid down by the 
Army being that these boots were to 
be similar to, or at least equal in qual- 
ity to, the boot known as No. 5027 in 
the line of the G. H. Bass Company of 
Wilton, Me. 

Three manufacturers participated in 
the bidding, low bidder being the Chip- 
pewa Shoe Manufacturing Company of 
Chippewa Falls, Wis. This company 
bid $7 per pair, their specifications, 
however, differing somewhat from those 
of the government. Buckingham & 
Hecht of San Francisco entered a bid 
of $9.25 on boots made under their own 
patents, substituting its own specifica- 
tions for those of the government. G. H. 
Bass bid on only 2500 of the 5000 pairs 
needed, their bid being $12 per pair. 


Hart Heads Commerce 
Association 


ELmira, N. Y.—At the annual din- 
ner of the Retail Division of the Asso- 
ciation of Commerce, held here re- 
cently, Josiah Hart, of Gosper-Kelly, 
Inc., shoe retailers was named director 
of the group whose aim is to improve 
business relations between the con- 
sumer and the dealer. 
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$3.00 


BOSTON BRANCH 


580 to 590 Atlantic Ave. 





BIG \. 
LEAGUE <3 
@ 


GOODYEAR WELT 
BOYS’ SHOES 
PRICED TO RETAIL AT 


HUTCHINSON-WINCH 


INTERNATIONAL SHOE CO. 
Boston, Mass. 


Each 
on ap 
cards. 


Service at 
‘equest. 
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request. 
6 Doz.—$1.10. 12 Doz.—$2.00 
with Store Name 
200 tickets—$5.00 
Check with order please, un- for 
less C.0.D. preferred. 


Imprinted 
00 


DISPLAY CARDS 


month, 14 informative 
and forceful selling messages 
prepriately 


Detailed Informa- 
tion on Monthly 
Your 


Qoior Fall Windows 


with Decorative 
Display Cards 


and Price Tickets 
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Obituaries 


John F. Stucke 


Boston, Mass.—Word has been re- 
ceived here of the death in Zurich, 


Switzerland, on July 31, of John F. 


Stucke, formerly of Boston, but for 
several years manager of the Swiss 
subsidiary of the United Shoe Machin- 
ery Corporation and managing director 
of the Milan, Italy, branch. He had 
been ill for only a short time. 

Mr. Stucke, who was born here in 
1872 and who received his education in 
the elementary schools of this city, en- 
tered the employ of the United Shoe 
Machinery Corporation as an office boy 
at the age of 18, but his advancement 
was rapid and shortly before the turn 
of the century he was offered a lucra- 
tive position with the company’s branch 
at Frankfort, Germany. 

During subsequent years Mr. Stucke 
served the United Shoe Machinery Cor- 
poration in various executive capacities 
in several European capitals, making 
frequent trips to this country, the last 
of which was in 1937. 

He is survived by his widow; two 
sons, Lyman Stucke of Leominster, 
Mass., and Elmer Stucke, a United 
Shoe employee in Milan, Italy, and by 
a brother, Frederick P. Stucke, of 
Boston. 


Everett Bradley 


Boston, Mass. — Everett Bradley, 
treasurer of Bradd’s, Inc., of Haver- 
hill, Mass., manufacturers of men’s and 
boys’ dancing shoes and slippers, died 
at his home in that city recently after 
a brief illness. He was 49 years old. 

Mr. Bradley, who had been engaged 
in the shoe business for many years, 
was born in Haverhill, graduated from 
Harvard with the class of 1913, and, 
during the first World War, served 
with the 102nd Field Artillery and 
later with the Espadrille Sopwith in 
the Aviation Corps. He was active in 
city affairs and had served two terms 
as member of the School Committee. 

He was a member of the Harvard 
Club of Boston, the Harvard Varsity 
Football Association, the American 
Legion Post of Haverhill, and the Y. D. 
Veterans’ Association. Surviving are 
his widow; one son, Everett Bradley, 
Jr.; and three daughters, the Misses 
Alice H., Margaret and Katherine H. 
Bradley. 

Funeral services were held at his 
late home on August 6, followed by 
burial in Lynwood Cemetery. 


Max Blum 


San Jose, Catir—Max Blum, 57, 
owner of the department store bearing 
his name, died unexpectedly following 
an operation at a local hospital. He 


was born in Poland and came to the 
United States when a young man. 
From a small start thirty years ago he 
succeeded in building up one of this 
city’s leading department stores. 

Starting as a partner in the old 
Parisian Cloak and Suit House, he 
soon bought out his partner and became 
the sole owner. In 1913 he moved to 
larger quarters, and a few years later 
his business grew and expanded and 
became San Jose’s first downstairs de- 
partment store. Since then the estab- 
lishment has continued to grow each 
year. 


Howard D. Hoge 


RICHMOND, VA.—Howard D. Hoge, 
for many years engaged in the whole- 
sale shoe business in Richmond, died 
recently, in Memorial Hospital, here, 
after a long illness. He was 84 years 
old. 

With R. R. Roberts, Mr. Hoge en- 
gaged in the wholesale shoe business 
here under the firm name of Roberts & 
Hoge, which later was changed to the 
Roberts & Hoge Shoe Company. He 
retired from active business several 
years ago. 

Mr. Hoge was a native of Scotts- 
ville, Va., who moved to Richmond 
when he was a youth. He is survived 
by three sons and two daughters. Fu- 
neral services were held at the hom« 
of his daughter. 





BOOT anv SHOE RECORDER, August 10, 1940 


en Se ee ee 


COLLEGE 


ee, oe 


TOM 


A Snappy TOM-BOY Style for Extra Sales 
Bright Alligator with Calf and Elk combinations to flatter 


“LINES 


OF 


every young miss. 


Styled right, excellent fitting, longer wearing Cordovan 


outsoles. 


Order a run of sizes today to pep your stock. 


No. 7167 
Bi. calf, Allig. trim 
124-3, A, B, © $2.25 


7067 


Tan Elk, Allig. trim 
In stock as above 


PRESTIGE 


AND 


SHOE MFG. CO. 


Milwaukee, Wis. 


PROFIT” 





Sell Your House Shoes 
By Types 


[CONTINUED FROM PAGE 11] 


You begin with your back-to-school 
trade the middle of August, continuing 
into September. The thermometer may 
be at ninety, but show the girl who is 
going away to school or college that 
cunning woolly scuff and ten chances 
to one she will buy it with chilly No- 
vember mornings in mind. If she needs 
something to wear the first month or 
two at college, try her with something 
she can wear with her slacks around 
her room or outdoors. You should be 
able to sell her both the woolly and the 
slack shoes before she goes back to 
school. 

For the “frou-frou” house slipper, 
you expect a different kind of customer 
—the young (or older) married woman, 
the society girl who leads a city life, the 
woman who clings to lacy negligees and 
gowns. Such customers are always with 
us, as are the “Mamma” types. The 
dressy hostess shoe may be a little 
harder to sell these days and not every 
store can sell it. But it, like the others 
mentioned, are excellent Christmas 
items if promoted in the right way. 

And one of the cleverest ways to pro- 
mote your slippers is to keep them be- 
fore your customer twelve months of 
the year. Devote a corner—and not 
too small a corner—to your slippers. 
Plan it so that she can see all your dif- 
ferent styles without having to ask to 
see them. Make it easy for her to sit 
down and try one on. Leisure shoes are 
such easy things to sell—they are at- 
tractive, moderate in price and present 
few fitting problems. This year, with 
an unusually large choice of types and 
styles, you can plan a different promo- 
tion for every month from now to 
Spring. 


McCreery’s Adding 


Jarman Line 


NASHVILLE, TENN.—Additional impe- 
tus will be given to the Jarman Shoe 
national advertising theme, “First 


Prize In Any Company,” this Fall in 
New York City by McCreery’s, 34th 
Street and Fifth Avenue, newest Jar- 
man outlet in New York. 

The Jarman line was recently added 
by Frank E. Symonds, director of the 
men’s shoe department at McCreery’s, 
who visited the Jarman factory and 
offices in Nashville, Tenn., for several 
days recently. 

Mr. Symonds subscribed to the com- 
plete Jarman advertising program for 
Fall, which will feature the “First 
Prize” theme with full page advertise- 
ments, in full color, in Life, Collier’s 
and Esquire magazines. Announcement 
of the campaign was made last Spring 
by the Jarman Division of the General 
Shoe Corporation, in the Boor AND 
SHOE RECORDER issue of April 27th. 

McCreery’s is one of Manhattan’s 
longest established department stores. 
It was founded 100 years ago by James 
McCreery, and while the site of the 
store has been moved with the succes- 
sive changes in New York’s business 
neighborhoods during the past century, 
has continuously maintained its service 
in Manhattan during that time. 


New Harrison Catalog 


Shoes for men’s boys and little gents 
for Fall and Winter, 1940-1941, are fea- 
tured in the new in-stock catalog is- 
sued recently by Harrison Brothers, 
Everett, Mass. Shoes are grovped ac- 
cording to their trade names, and a 
cut of the apapropriate trade mark ap- 
pears on each page. Shoes are shown 
in black and color, on heavy coated 
stock, while the light blue cover with 
the Harrison crest is most attractive. 


Geddes Visiting Rochester 


ROCHESTER, N. Y.—George Geddes, 
who was formerly associated with the 
Rochester district office of the United 


Shoe Machinery Corporation at 60 
Commercial Street, but who is now its 
general manager at the Auburn, Maine, 
office, has been visiting Manager Harry 
Gruntler and other friends here. 


High Style Colors 
Have Launching 
[CONTINUED FROM PAGE 20] 


The colors were presented in a novel 
and effective manner. Models, heralded 
by the crowing of a cock, appeared on 
the stage clad in basic costumes. They 
then chose the proper matched or har- 
monized accessories from rustic dis- 
plays. The grouping of accessories on 
fence rail and scarecrow mannequin— 
the truly rural stage settings—further 
emphasized the subtle harmonizing of 
all six shades. Bark Brown is subdued 
and handsome; Juniper Green, deep and 
woodsy; Indian Summer, ripe russet; 
Huckleberry, frosty purple; Night- 
flight Blue, Autumn navy; Scarecrow 
Grey, very dark. All six have been 
skillfully planned to look as well in 
combination as each does alone. 

The idea of blending two or three 
colors was emphasized in the complete 
ensembles modeled in the show. Par- 
ticularly attractive was a costume in 
Scarecrow Grey, highlighted with the 
ripe Indian Summer rust; another was 
a coat and dress ensemble in the com- 
plementary Purple Sage, accessorized 
in Bark Brown, the whole pointed up 
by Indian Summer gloves. Olivewood, 
a complementary shade, and Huckle- 
berry formed yet another interesting 
combination. One shade of make-up, 
Cinnabar, a deep red with a faintly 
brown cast, was worn by every model, 
and was equally effective on blonde, 
brunette and redhead—with all the 
colors! 

G. Howard Hodge, hat member of 
Color Affiliates, acted as master of cere- 
monies, and Miss Jessica Daves, man- 
aging editor of Vogue, said a few 
words on the importance of the idea be- 
hind Color Affiliates—what it means to 
the stores and to their customers to 
have fashion authorities work together 
to plan and dye fabrics and leathers so 
that perfect match or harmony is in- 
sured in the finished product. Mr. Ab- 
bott Kimball also said a few words and 
Miss Mildred Wright of the Abbott 
Kimball Press Bureau acted as com- 
mentator of the show. 
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STEEL TOE 
Steet satety SAFETY SH 
(Patented) and 
POPULAR PRICED 
WORK SHOES 


Carried in Stock 
GOODWILL SHOE 


COMPANY 
Holliston, Massachusetts 



























Women's Shoes 


a el 


}HAND TURNED COMFORTS 
14 sumbers IN STOCK 


RETAIL 


$2-45 to $2.95 


4TO 10 
ATO EEE 


No. 554 
Priced right for 
volume trade & dept. stores 


ABBOTT SHOE. do. Ne. Mass. 
ESTABLISHED 1855 
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Riding Shoes 








IN STOCK 
FOR MEN, WOMEN 
and CHILDREN 


ALSO 
JODHPUR & FIELD 
BOOTS 











Adds to Line 

Cuicaco, ILtL.—William Gibbs, Jr., 
of Marshall Field & Co., is the father 
of a new daughter, Sarah Parker, born 
July 26 at Washington Boulevard Hos- 
pital, Chicago. This is the Gibbs third 
child. 
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Setting the Shoe Stage 
For Fall 


[CONTINUED FROM PAGE 13] 


small to receive attention in the most 
successful stores. The customer is in- 
terestingly shown the “whys” of every- 
thing that is placed on display—or at 
least it seems so when one looks about 
the store. There’s more silent selling 
done in a couple of these stores than in 
a whole collection of average shoe 
stores. Most of these displays are in- 
expensive—well within the budget of 
even a small store. 

Recently Best’s, New York, used six 
windows to put over “Look to Your 
Skirts for Summer-into-Fall Chic.” 
Every window emphasized a different 
development of the slim lined skirt for 
Fall—“skirts with an exciting new nar- 
row look—make you appear reed-slim 
and graceful.” Try it for your shoes. 
Show and tell how your first presenta- 
tions forecast the Fall fashion story, 
what their style themes are, and how 
they will contribute to the smartness of 
the wearer’s costume. 

From Boot AND SHOE RECORDER of 
May 4 we take a practical suggestion 
that is readily adaptable for use in a 
series of display units in the window 
and in the store, and in coordinated 
ads as well. Under the covering title 
of Firsts for Fall, show different groups 
of shoes: 

For your first dressy street shoe. 

For your first Fall days on the campus. 
For your first Fall evening doings. 

For your first Fall “spectating.” 

For your First Fall play days. 
Accompanying each shoe should be a 
small card telling why it is a “Fall 
First.” 


Headline Hints for Fall Shoes 


Point toward Fall in Black Suede 
Shoes. 

Combinations—the Highlight of Fall 
Shoe Fashions. 

Tuned to the Autumn Scene and your 
Fall Costumes. 

Oxfords Step smartly into the Fall 
Style Picture. 

Shoes Designed to Accompany New 
Slender-Skirted Costumes. 

New Shoes Greet Fall in Charming 
Fashion. 

New Phases of the Shoe Mode Re- 
vealed in Line and Leather. 

The Suede Shoe is All-Important for 
Fall. 

Elasticized Suede—Number One Ma- 
terial for Fall Dressy Shoes. 

Newest Campus Shoe—the Masculine 
Brogue Oxford in Antique Finish. 

Open Backs, Open Shanks, Open 
Heels—in Your Cocktail Sandals. 

For Your Play Time Smartness—the 
Sabot Strap. 

Watch for Low Heels and Straps in 
the New Fall Shoes. 





HARRISON SHOES 
A “Builder Upper” 


For Your Volume 











Because the price is as right as the 
merchandise, and ause the 
Harrison In-Stock service holds 
ye ur inventory to a minimum, the 

arrison way is the best tonic for 
volume in Men's and Boys’ shoes. 
Write for new Catalog today, 
oe 50 attractive styles in 
stock. 








IN STOCK 


NO. 116— 
TAN ELK OXFORD 
ROCK OAK SOLE 


RUBBER HEEL 
1-6, B, C, D 
$2.00 net 








Leighton with Herbst 
Shoe Mfg. Co. 


New York—Harry Leighton, who 
has traveled the Eastern territory for 
many years and is well known to the 
shoe fraternity, has recently joined the 
sales organization of Herbst Shoe 
Manufacturing Company, Milwaukee, 
Wis. 

Mr. Leighton will handle the CHILD 
LIFE and TOM BOY shoes in Maine, 
New Hampshire and Vermont. These 
lines were formerly distributed through 
Lane Brothers, in Boston. 

Mr. Leighton’s new headquarters will 
be at Fryeburg, Maine. 





International Shoe 
Addition Completed 


OLNEY, ILL.—A large crowd attended 
the celebration recently honoring the 
completion of the fine new addition to 
the local plant of the International 
Shoe Company on Whittle Avenue. The 
event was held in the new addition and 
Olney made a fete day of the occasion. 

The festivities included dances on the 
second floor of the building and games 
on the first floor. The employees of 
the company played a prominent part 
in the celebration. All citizens of the 
city cooperated in making the occasion 
a huge success. 
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Do you need 
HELP? «sx 


Consult the CLAS- 
SIFIED PAGES of 


connections. 











Boot and Shoe Recorder. 


“Road” and “Inside” 
to these pages for worthwhile 


INEXPENSIVE! 
EFFECTIVE! | 


Classified Advertising Dept. 
100 E. 42nd St., New York, N. Y. 


BOOT AND SHOE RECORDER | 


HELP 
HELP 


“~ 


Men turn 











Be Market-Wise, Centralize 


Yon, as a buyer, can find what you want when you want 
it here—with a speed and certainty of selection not 
possible elsewhere. 
more shoe and allied concerns than in 
ing in America. 

The Marbridge Building is in the very heart of mid- 
town New York. 
So, if you are in search of ideas, examples and promo- 
tions, center your attention here. 


MARBRIDGE BUILDING 


47 WEST 34th ST. also 1328 BROADWAY; N.Y.C. 
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In the Marbridge Building are 
any one build- 


the great retail stores are nearby. 


D. S. Macponatp, Manager. 














Window of Higbee Shoe Store in Cedar Rapids, lowa, built around the “world’s 


largest pencil” idea. The fan 


-shaped pencil holders were supplied by the dis- 


tributors of the pencils. 


Cepar Rapips, Ilowa—Higbee Shoe 
Store has instituted a novel promotion 
to increase its sales of school shoes, and 
with great success. Glenn Higbee, son 
of G. W. Higbee, owner of the store, 
saw the Long John pencil, said to be 
the largest pencil in the world, in the 
possession of one of the salesmen of 
the Souvenir Lead Pencil Co., Cedar 


Rapids. Recognizing the appeal that a 
pencil of this sort would have for chil- 
dren, he ordered some of the pencils, 
had his display manager work out a 
window display around the pencil idea, 
and sent out a card telling about the 
pencil and inviting children to bring 
the card in for a pencil. 

The window stopped three times as 


many people as other shoe windows on 
the same side of the street, and many 
children stopped in to get their pen- 
cils, and, incidentally, to purchase their 
first school shoes of the year. 


Shoe Form Co. Exhibits 
At Convention 


ROCHESTER, N. Y.—Owen Comstock 
of the Shoe Form Company, Inc., of 
Auburn, who attended the convention 
of the International Association of 
Display Men in Detroit—and had an 
exhibit there for the company—says 
it was a success from the standpoint 
of producing both new business and 
new ideas. 

The company was awarded first prize 
for its “Allure-ettes” and other forms 
exhibited by it were accorded a good 
reception. 


Marott’s Purchase 
Store Fixtures 


INDIANAPOLIS, INp.—Skinners, Inc., 
modern shoe shop that has operated at 
35 Monument Circle, featuring Flor- 
sheim Ladies’ footwear, has closed 
permanently. The Marott Shoe Store 
purchased the entire stock of merchan- 
dise and fixtures. 





TO 
BUY 


Oe ie ie ie 
| 


Bowling Shoes 


PROFESSIONAL 
BOWLING SHOES 
Men's Men’s Women's 
Oxford Oxford 
1% i) 
Combi 
Right F 


Ne. 240 Hi 
BROOKS gues pre. ce 
Swanson & Philadelphie 
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Inner Soles and Counters 


— 


“CAN INNERSOLES 
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INNERSOLES - COUNTERS - WELTING 
EDGAR S. KIEFER TANNING CO. 


Seles: Chicago, 223 W. Lake St. Boston, 42 Lincoln St. 
TANNERIES AT GRAND RAPIDS, MICHIGAN 








G. A. Berglund Appointed 
Sales Manager 


Los ANGELES, CALIF.— George M. 
Shanklin, general manager of Califor- 
nia Shoes, Ltd., announces the appoint- 
ment of G. A. Berglund as his sales 
manager. The coming of Mr. Berglund 
as an executive will relieve Mr. Shank- 
lin of his sales responsibilities and will 
enable him to devote more of his ener- 
gies to the styling and production prob- 
lems of this fast growing business. 

Previous to being associated with 
California Shoes, Mr. Berglund was 
California branch manager for the 
Brown Shoe Co. He will make his 
headquarters in this city. 
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Excellent July Business 


In Rochester 


ROCHESTER, N. Y.—Shoe store own- 
ers generally agreed that recent weeks 
in July had been the best of the entire 
Summer with clerks kept busy waiting 
on customers; many of them required 
te add to their sales staffs to take care 
of the trade. 

Sales were in progress in most of 
the stores, with large markdowns in 
white and other Summer shoes and 
buyers picking them up eagerly, as if 
the sales were events for which they 
had long been waiting. There was also 
good business in other lines. 

Shoe departments got their share of 
a phenomenal July business. The sales 
increase here was 10 per cent, com- 
pared to July, 1939, while the average 
national gain was 7 per cent. 

Department store sales here for July 
were the best in ten years. 


Berco Shoe Co. Holds Outing 


BROCKTON, Mass.—Employees of the 
Berco Shoe Co., manufacturers of 
women’s and children’s stitchdowns, 
enjoyed their fourth annual outing re- 
cently at Acushnet Park, New Bed- 
ford. Transportation was arranged for 
in buses and private autos. The day’s 
events included swimming, luncheon 
shortly after noon, an afternoon of 
planned sports, dinner at seven and 
dancing for the evening. 





IN STULK ’ PRE WELT S 


540—Patent Leather 


542—White Elk Sizes 2/9 


| Easy fitters and easy sellers make 
| Elam’s the sweetest shoes in the chil- 


dren’s field. Service of selection is 


| speeded up—instock and ready for 


shipment the same day. When you 
want to make money—try the Elam 
way. Write today. 


F.S. ELAM SHOE CO. 





cs | Ae 


And now a handbag to match shoes with carved wooden heels and ornaments. 
that is in the popular retail price for shoe stores and departments. Friedman & 
Shanbron make it with natural walnut or maple tops on a black broadcloth bag. 
Extremely smart and timely, it has been very well received by the trade. The 
two shoes shown here illustrate two types of carved wooden heels and ornaments. 
The higher heeled shoe with more elaborate carving uses walnut with brown 
suede and mahogany with black. From Carlisle. The low heeled model has « 
spool type heel and ornament in light natural wood and is from Brauer Bro:. 
Note how well this treatment goes with the bag top. 
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Lincoln Road Prepares 
For Busy Season 


[CONTINUED FROM PAGE 43] 


to make; with the Duke and Duchess 
of Windsor making their home in Nas- 
sau, it is expected there will be much 
entertaining this coming season, and 
garden parties and afternoon affairs 
will be emphasized. This means there 
is going to be an increased interest in 
dressy shoes of the lighter type. San- 
dals are expected to be in highest favor. 
There is going to be much interest in 
dress this season and the smartest 
fashions will be looked for. The Duch- 
ess is recognized as having excellent 
taste in dress and all Lincoln Road 
merchants are awaiting her arrival in 
their shops. Smart, sophisticated, 
wealthy and well-dressed people are 
going to overrun Nassau this season. 

Some enterprising American shoe 
man is going to say, ‘ Here’s my chance. 
I'll make a good thing out of a smart 
shoe salon in Nassau. At the present 
time there isn’t one on the island and 
now is an opportunity to get in on the 
ground floor.” It sounds good, but 
listen. We have just learned that in 
Nassau, according to their own laws, 
only a native-born Bahamian may en- 
gage in trade. No one, not even a 
British-born subject, may open or op- 
erate a shop. So that keeps the busi- 
ness right where it is. At the present 
time there is only one shop on the 
Island where women’s apparel may be 
purchased, and this shop handles swim 
and play clothes. Of course, English 
tweeds and woolen sweaters are easy 
to procure. There are some general 
stores selling apparel, but they are of 
the type usually found in a town of 
about 13,000. Remember, some 90 per 
cent of the people of Nassau are na- 
tives and have more or less colored 
blood. 

Lincoln Road is getting all dolled 
up in anticipation of expected busi- 
ness, some of which is to come from 
American and English visitors from 
the Island of Nassau, and without 
doubt the Windsors will also be among 
the customers this coming season. 


Shoe Window Tells the Story 


DALLAS, TEx.—The Health Spot Shoe 
Shop, 1701 Live Oak St., Dallas, re- 
cently featured an unusual window 
display which dramatically “told the 
story” of the Health Shoes sold by 
the store, according to Clyde F. Keese, 
manager. 

Window stickers bearing the legend, 
“See for Yourself,” were affixed to 
the inside of the glass, with red rib- 
bons leading down from them to a floor 
display in the window composed of a 
cut-away shoe, alongside of which was 
a small window card, so placed under 
a large magnifying glass that the copy 
on it could be easily read by people 
glancing at it through the glass. 

“We have noticed an appreciable in- 
terest in our windows with the advent 
of these displays,” asserted Mr. Keese, 
“an interest which has been reflected 
in an increased sales volume.” 


Shoe Store on Wheels 


[CONTINUED FROM PAGE 19] 


ceives a postcard from Stark Altmaier’s, 
stating, “Our records indicate that you 
bought shoes on such-and-such a date, 
and we’d appreciate your stopping in 
to have the size checked.” 

It is Altmaier’s boast that he can fit 
practically every child who comes into 
his store. And so well does he satisfy 
the mothers, that his walk-outs aver- 
age less than two per cent. 

He keeps several thousand pairs of 
shoes in stock all the time, with at least 
three pairs of a size to each width. 
His sizes for girls, for instance, range 
from baby shoes to big girls’ 9’s, with 
most of the girls’ shoes in at least five 
widths. He balances his stock at least 
once a week, to keep all his sizes filled 
in. 

He doesn’t worry about having a 
wide range of styles. He carries not 
more than 50 to 60 models altogether, 
believing that it’s much better to have 
only three styles to show a mother and 
be able to fit her child in all three of 
those styles, than to have a dozen styles, 
with the correct fit in only one or two 
of the dozen. There may be disap- 


SprING. Summer, Fall or Winter, 
the Bass Weejun will sell and sell 
fast. Made from saddle leather, nat- 
ural color, or dark brown mounted 
on a hard sole, it's got: style and 
is ideal after golf, after skiing, 
around the club, at the beach, or at 
home. It's an all-purpose shoe-slipper 
that will bring extra sales anytime. 
Write for FREE catalog of other 
Bass outdoor footwear. G. H. Bass 
Company, Dept. BS-49, Wilton, Maine. 




















pointment if the mother has to make 
a second choice. 

All year round, his customers can 
get anything at his store from high 
shoes to sandals. Shoes left at the end 
of a season are not marked-down, but 
carried over to be sold at the full price. 
This is possible because he stocks good, 
consistent sellers—he has one style 
sandal he’s been selling for ten years. 
His carry-over system makes a high 
inventory, but he says it’s worth it. 

Having shoes that fit—when his cus- 
tomers want them—is a big factor in 
Mr. Altmaier’s success. 








industry flows. 





—What Is Point-of-Sale? 


—Point-of-Sale is the Fitting Stool, 
where the salesman comes in direct 
contact with the consumer, and over 
which the entire dollar income of the 
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SALESMEN WANTED 


LINE WANTED 


POSITION WANTED 





SAtzeu An: By well-known manufacturer of 
and Growing Girls’ Goodyear 
—_— ae MeKay 4 ome at $2.00, er 
and $3.00. All sty in stock. Terri- 
tories—Arkansas ; Oklahoma; North and South 
Carolina; Illinois; Texas; "Missouri; Kansas; 
Minnesota; North and South Dakota; 
Florida; ‘Alabama; ~~ y is strictly 
payable weekly. Give age, ete 
sales record im letter. Address $840, care Boot 
¢ 1 a ae 100 East 42nd Street, New 
or' + A 


SALSSNEN: Texas; Oklahoma; Arkansas. 

Stitchdowns and Prewelts. Dollar retail to 
Dollar Ninety-five; Volume users; Case lot 
Make up only; Factory Direct. Strictly com- 
mission basis. Write explaining experience, all 
necessary information. Give list of accounts 
sold. Address $848, care Boot & Shoe Recorder, 
100 East 42nd Street, New York, N. Y. 


S ALESMEN wanted: Territory open for side 

line Moleskin Foot Relief with exclusive 
medicated feature and strong sales appeal. On 
market 10 years and proven steady selling 
counter item in shoe and dept. stores. Big 
25 cent value. Sure repeater. Dealers estab- 
lished. commission on new and repeat 
sales. Address Kinox Co., Rutland, Vermont, 
for sample. 


SALESMEN— Complete line Athletic Footwear, 
Riding Boots, Ice Skating, Bowling, Foot- 
ball, etc. In stock proposition; strictly com- 
mission basis. Experienced only. Territories: 
New Jersey; Connecticut; Massachusetts; Penn- 
sylvania; Illinois; Southern States. | Arnoff 
= Company, 101 Duane Street, New York 
ity. 


ar a To handle line of distinctive im- 

shoe vamps and Mexican Huaraches. 
All g- * ~ open. Tropical Importing Com- 
pany, 59 S. W. First Street, Miami, Florida. 


WANTED: Salesman to handle $3.00 and 

$4.00 Men’s line out of Chicago. We re- 
quire a live wire; one who has permanent resi- 
dence in Chicago. This is real opportunity for 
the right fellow, as the line is nationally known, 
advertised, Brockton made, branded line, and 
will make a lot of money for whoever filis the 
above qualifications. Address $845, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York, N. Y. 




















SIDE LINE SALESMAN WTD. 


SIDELINE SALESMEN WANTED: To 
carry short line of infants’ high-grade, pre- 
welts, stocked to retail at $1.95. All territories 
open. Commission. Dunn Shoe Company, 
Danvers, Mass. 








FOR LEASE 


HILDREN’S SHOE DEPARTMENT in 
Store; 100% location: 

‘ork. Address $847, care 

Recorder, 100 East 42nd Street, 





WOMEN’S $3.00 fast-selling style shoes, for 

West Virginia and southeast Ohio. Prefer 
manufacturer’s line with some in-stock facil- 
ities, priced for small chains and large dis- 
tributors. Strictly straight-commission side-line. 
Give full details first letter. P. O. Box 199, 
Marietta, Ohio. 


ANAGER, BUYER, SALESMAN; 25 

years in all grades and departments in Chain, 
Department and Family Shoe Stores. Ten 
years present position; Can go any time, any- 
where. Best of references. Address $846, care 
Boot & Shoe Recorder, 100 East 42nd Street, 


New York, N. Y 





A FORMER Shoe Merchant with many years’ 

experience in the shoe business; Age 39; 
wishes to represent an established line of 
Women’s higher grade footwear preferred but 
not necessary, for Iowa and Minnesota. Address 
$849, care Boot Shoe Recorder, 100 East 
42nd Street, New York, N. Y. 





CRACKER JACK SALESMAN ocovering the 
State of New Jersey wants to handle fast 
medium priced line of Men’s, Women’s or Chil- 
dren's Sports or Novelty Shoes. Have 75 to 
100 good accounts waiting for prompt action. 
Fifteen years’ experience and can furnish best 
references. Address $844, care Boot & Shoe 
el 100 East 42nd Street, New York, 








Completes 68th Trip to Coast 


PORTLAND, ORE.—Edward Snow, a 
veteran shoe traveler, is now complet- 
ing his 68th trip to Portland. He has 
for many years been associated with 
the Milford Shoe Company, of Milford, 
Mass. 

In addition to adding a number of 
nice orders to his already long list, it 
was his pleasure to swap reminiscences 
with Ward Brazelton and other vet- 
erans of Rose City. 


—_— 


Promote Short-Vamp 


Footwear 


CuHIcaGo, ILtt.—The Madison Street 
Salon of O’Connor & Goldberg is de- 
voting an entire window to featuring 
short vamp footwear for Fall. The 
importance which this leading Chicago 
store attaches to this style is seen in 
the wide variety of types shown. There 
are a number of pumps and several 
ties and step-ins with bows, buckles, 
and natural wooden ornaments used in 
profusion. Promotion reads “O-G Short 
Vamp Footwear—The Pulse of Fash- 
ion.” 


R ETAIL SHOE SALESMAN, over 15 years’ 

experience; will go anywhere. Herman 

ae 1913 West lith Street, Brooklyn, New 
ork. 





WANTED TO PURCHASE 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 











BUYERS OF 


MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 
We buy for cash surplus or complete shoe stocks. 
Branded or unbranded. Generous prices. 
Write, wire or phone. 
BARSH & CEASAR 
14 8S. Third St. Philadelphia, Pa. 
Phone Market 91 

















WEBUY 
Surplus Wholesale and Retail 
Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn-Bush, Etc. 

IRVIN BUBIN 
“The House of Jobs” 
89 Reade St., Cor. Chu rch 

Phone Barclay 7-7887. New York City 

















SHOE STORES WANTED 
FOR CASH 


retailing men's, women’s shoes from $6.50 
and up having short term leases. 
Write in confidence to 
A. L. BARIS, Pres. 
BARIS SHOE CO., INC. 
79-81 Reade St., New York 
unusual references on on request. 

















payable 
Advertisements for this pa 





CLASSIFIED ADVERTISING RATES 


and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
In all other cases each word of the 


es «gg ~~ rng is $5.00 an inch with a maximum of 46 words. 


— must S in our New York office on Friday of the week preceding publication. “¥® 
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Summer Promotions 
[CONTINUED FROM PAGE 15] 


N. Hess’ Sons, in Baltimore, created 
a setting suggestive of the circus to 
emphasize “Circus Stripes” and other 
colorful types of play shoes, while 
Franklin Simon developed a unique 
“sunshine” setting for a display of 
leisure types of footwear with the show- 
card caption “Have Fun This Week- 
End, and frolic about in cool, comfor- 
table, gay playtime clothes.” 

As a direct relief to Summer sale 
displays, Buffum’s, Long Beach, Cali- 
fornia, came out with a very smart 
window of mid-Summer footwear spe- 
cialties. If was a display which was 
the direct means of bringing in many 
customers to the shoe section. 

In describing this and other displays 
of similar sales producing character, 
L. C. Fullmer, Buffum’s display man- 
ager, said: “Lighting is an important 
factor in modern day selling displays. 
The shadow boxes at either side of the 
Kedette window are equipped with in- 
tense spot lights directing a concen- 
trated beam on each unit. The main 
body of the window receives its light 
from a series of reflector lights spaced 
on a fifteen-inch center. Special care 
was taken to throw shadows on the back 
wall, permitting the shoes to stand out 
in bold relief. 

“Open bamboo mats were chosen as 
fixtures because they are light, airy and 
designate outdoors and playtime. Each 
mat was set forward at the bottom, 
allowing the footwear to catch the 
light and permitting the public to view 
it on a more pleasing angle. 

“The narrow shaft of colored fabric 
running down from high above the dis- 
play adds height and color to the dis- 
play. The caption on the card again 
calls attention to color by reading 
‘Color Afoot for Playtime.’ ” 

And here are four excellent rules 
given by Mr. Fullmer relative to dis- 
plays or promotions of any nature: 

Stocks must be complete. 

The merchandise must fit the season. 

The price must be right. 

The display must have a definite rea- 
son. 

Plans for promotional events are 
started well in advance of the actual 
display. The foregoing rules are essen- 
tial facts to consider in choosing win- 
dow events. 


Shoe Trade Good in West 


ALBUQUERQUE, N. M.—AI] shoe stores 
here are having their Summer sales, 
and stock is being rapidly cleared in 
preparation for Fall merchandise. Al- 
though other lines of business are suf- 
fering a slump, shoe men are very 
optimistic about their trade this Sum- 
Mer, and according to Pete Matteucci 
of the Paris Shoe Store, receipts are 
on a par with last Summer, despite 
the lack of tourists. 


($1) 














MERCHANTS’ NEEDS 





ALL ROOMS AIR-CONDITIONED ‘322 UP 











N.S.R.A. Brings Out Fall 
“Fashion and Footwear” 


New YorK — The fifth issue of 
“Fashion and Footwear” is off the 
press. For the past five seasons this 
beautifully compiled “Costume Coor- 
dination Book” has been presented to 
the shoe retail trade. Any member of 
the National Shoe Retailers’ Associa- 
tion can become a subscriber. As a re- 
sult, a number of new members have 
been gained among alert retailers who 
wish to have this valuable aid to intel- 
ligent fashion coordination. Some large 
stores subscribe to as many as twenty 
copies to distribute among different de- 
partments. One store has thirty - five 
copies. One of its most popular uses 
is in the training departments of large 
stores. 

The Fall 1940 book presents fabric, 
leather — for shoes and gloves — and 
hosiery colors in actual swatches. Cos- 
metics colors are also shown. Nineteen 
pages cover costumes and coordinated 
accessories for all occasions from cam- 
pus to evening wear. Three pages 
devoted to campus clothes and five to 
town and country clothes make the book 
unusually colorful. The bright colors 
in shoes and accessories, as well as in 
costumes, on these pages, suggest an 
unusually gay Fall season. Seven pages 
devoted to town costumes; one to cock- 
tail; one to dinner and two to evening 
round out the picture. The book sug- 
gests a wide range of materials and 
leather finishes, as well as colors, which 
are practical and sellable in addition to 
being smart and attractive. 


Buys Store Building 


Onawa, Iowa—Nate Steinberg, op- 
erator of a shoe store here for over 25 
years, has bought the building in which 
the Danford Dollar store is located, but 
will not move into it for the present, as 
he has a lease on his present location. 


Attends Fitting School 


Perry, Iowa—John Marckres, local 
shoe dealer, has been attending a school 
held for Health Spot Shoe Dealers at 
Danville, Ill., and also attended a shoe- 
fitting clinic. He has been fitting shoes 
for some time with the help of X-Ray, 
and now with the additional experi- 
ence can give modern and scientific fit- 
tings. 


GREATER 
PROFITS 


‘ alaeltlels 


>, » ata: 
> ~ FITTING 


THE BRANNOCK SHOE 
FITTING SYSTEM 

1. Increases Repeat Sales 

Satisfied customers return 
2. Attracts New Customers 

One tells another 
3. Saves 2/3 Of Fitting Time 

Cuts down try-ons 
Write for Descriptive Folder—And list of 
shoe factories offering Brannock Devices 
at Special Cooperative Price. 








THE BRANNOCK 


RAC 


2) Sie See 


iT AY I) PB 

Shoe Re-Shaping Devices 
ae Alter Shoes to Fit 
7 Abnormal Feet 


Make the necessory 


fitting adjustments to prov 


foot comfort 


AEENS | proree 


DUNDE SHOE RE-SHAPING DEVICES. INC 





753 trola St., Los Angeles, Cal. 


Shoe Man Heads Civic Group 


OsHKOSH, Wis.—John G. Callinan of 
the O. A. Haase Co., shoe retailers, has 
been elected chairman of the retail 
division of the Chamber of Commerce. 


John H. Bogner 

RocHESTER, N. Y.—John H. Bogner, 
a member of the sales staff of the 
Rochester office of United Shoe Ma- 
chinery Corporation, died recently in 
this city, aged 54, after a short illness. 
Before taking up this work he was 
foreman of the wood heel finishing de- 
partment of the Sherwood Shoe Com- 
pany. 

The funeral was held from his late 
home at 401 Arnett Boulevard on July 
23 and from St. Augustine’s Church, 
where a solemn high mass of requiem 
was celebrated by Father Drew of 
Minneapolis. The following members 
of the sales staff of United were bear- 
ers: T. H. Twitchell, Morton J. 
Capron, J. R. Walters, A. T. Ford, 
Joseph R. Gruntler and P. T. Garlin. 





